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ABOVE ARE A FEW OF THE PRODUCTS WE HELPED TO- 
POPULARIZE AND INCREASE SALES DURING THE PAST YEAR. 


THEY WERE DESIGNED AND MANUFACTURED 
AT OUR CONVENIENTLY LOCATED PLANT. 
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OST of us can remember when the PBs food-supply was limited to the things “in 
& season” grown around the town in which we lived. Small loads of fresh food 
e traveled the distance the farmer could cover between sun-up and market time. Sales 
were practically limited to staples. 















Proper Packaging has changed all this. Now fresh foods of all kinds can be transported 
far and fast---offering wide variety and tremendously increasing the scope and sale of 
merchandise. 


KVP FOOD PROTECTION PAPERS 


have played an important part in this increase of volume and made possible 
a greater variety of perishable foods. 


They give the product that protection which is so essential to the good 
looks and appetizing appearance when it reaches the consumer. 


A special service is maintained for the benefit of all manufacturers, growers 
and shippers of foods---a fully equipped Research Laboratory is awaiting the 
privilege of working out your problems free of charge. 


Just a line will bring complete details and information. 





Kalamazoo Vegetable Parchment Company 
KALAMAZOO - MICHIGAN 


Men anufactwing UWyll Fomous Food Yrotection Lapetes 
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@ From all indications, the 
second Packaging Conference 
and Exposition to be held in 
Chicago, March 7th to 12th, 
will draw one of the most 
representative gatherings ever 
assembled in the interests of an 
industry. Applications for dis- 
play space have far exceeded 
those of last year, and the pro- 
gram of addresses and discus- 
sions has been so enlarged in 
scope, if you have not already 
planned to be there, it is to 
your best interests to make im- 
mediate arrangements. Don't 
miss it. It's going to be a 
grand ‘‘show.”’ 
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BOSTITCH-Fasten Your Product 
on Attractive Counter Cards! 


HAT’S the most effective way of increasing the sales 

of merchandise which can be put up in small packages. 
Hundreds of alert manufacturers are now capitalizing this 
splendid selling idea. 


And, for sealing, fastening and attaching their products, 
most of them are using Bostitch Staplers—because they 
are rapid, accurate, reliable and easy to operate. 





There is a Bostitch Stapler that can be used to advantage 
in your packing, merchandising or shipping department. 
Our Engineering Department will gladly study samples of 
your work and make recommendations without obligation 
to you. 


Send for copy of the new folder ‘“‘Guarding Against Profit 
Thieves.” 


BOSTITCH SALES CO., - EAST GREENWICH, R. I. 


Offices and representatives in principal cities the world over 
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New 
Package 
Design 


NoNE SUCH 
MINCE MEAT 


e : | , nig ae . s ’ One of a series 
. Pa a ¥ ae Ww: as Sars ree Se 

> : & package design 

And be changes which 
3 ; Redington En- 


Business gineers have 
had a part in 


Leadership — developing. 


No Lost Sales 


With This Heat-Sealed, Stain-Proof Wrap 


The old mince meat package, so often stained and uninviting, lost many sales. 
The sun’s heat or the grocer’s stove would start the juices seeping through the carton. 


The manufacturers of None Such Mince Meat put this sales obstacle squarely up to 
the Redington Engineering Staff . . . with success. Now bricks of None Such are wrapped 
in wax paper and heat-sealed in packages by ingenious Redington Machines... without 
the heating elements touching the mince meat! And another Redington Machine cartons 
the wrapped bricks speedily and economically. No juice can possibly soak through; the 
carton retains its full, fresh, spotless appeal to housewives. 


Such triumphs over packaging obstacles to Business Leadership are causing 
executives to say— 


“If It’s Packaging—Try Redington First’’ 
F. B. REDINGTON CO., Ese. 1897 110-112 So. Sangamon St., Chicago, III. 


EDINGTON 


Packaging ‘D> Machines 


Economical for Packaging — Cartoning — Labeling — Wrapping 
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A new modern design No. 196 


IDAMAS. 





from the Hampden Mills at Holyoke 


This style of an embossed box paper was created and developed at the Hampden Mills. 
It is significant to note that many manufacturers have found it worthy of imitation, so that 
today it has become one of the most popular types for box covering. Continually on the 
alert for the latest in design treatments, Hampden now presents this newly designed DAMASK 
No. 196. Sample sheets will be gladly forwarded for trial purposes showing this design in a wide 


range of colors. Your name and address is all that is needed. 


HAMPDEN GLAZED PAPER AND CARD COMPANY - - Holyoke, Massachusetts, U. S. A. 
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the modern transparent 
cellulose wrapping? 
We will gladly assist in 
solving your packaging 
problems 
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EXECUTIVE AND SALES OFFICES: 
122 E. 42nd ST., NEW YORK CITY FREDERICKSBURG, VA. 
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ee e Dike Machine 


will Automatically 


Package Your Product in Cellophane 


at a Surprisingly 
LOW COST 


HE “‘Automat”’ delivers complete packages at a ma- 
terial cost that is much less than the present price of 
ready-made cellulose bags of equal quality. 


It not only forms the package but fills and seals it. The 
action is entirely automatic. It uses cellophane or other 
transparent wrapping material fed from rolls, either single or 
double wrap. Will handle moisture-proof or plain material. 


In addition to savings in the material costs the ‘‘Automat”’ 
reduces production costs in other ways. One girl can 
operate a battery of these machines and the average daily 
production of one machine is 1750 packages. 


Wide Variety of Sizes, Shapes and Styles 


The ‘‘Automat’’ is adjustable and will deliver a square or 
rectangular package from 1/2" x 2” to 4" x 4"; of variable 
height from '/,” to 9'/2”.__ Can also be adjusted to make bags 
sealed at one end only for products that cannot be fed 


through hopper. 


This machine solves the problem of packaging in cellophane 
and other transparent wrapping material, and we are ready 
to discuss the packaging needs of any manufacturer, without 
obligation. 


& 


Equipped with 34 H. P. motor and can be operated from a light 
Socket, thus keeping power operating costs to a minimum. 


The satchel or loose 
filled type package is 
very desirable for cer- 
tain products. This al- 
lows a fold of the open 
end after portions of 


ee .. 
contents have been re- oe ; 
moved. ‘ 
Loose packed packages = PACKAGING '= 


ate desirable in many 


cases where counter diss THE AUTOMAT MOLDING & FOLDING CO. 


lay cards are used. e 
_ ton anlage Toledo, Ohio 


“‘Automat’’ gives a per- 
fect package of thistype. New York Office Los Angeles Office 
43 Murray St. 306 Calo Building 
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Millions of 


WOMEN know 
this keymark ... 
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praeted 


PATERSON 


GENUINE 
VEGETABLE 
PARCHMENT 








-- and know what it means 


The Paterson Vegetable Parchment sheet is 
known in countless homes of your own custom- 
ers throughout America. Women know it from 
their experience with Patapar. Using it daily in 
cooking, they have found out that it is grease- 
proof, insoluble, tasteless and odorless. 

Moreover, during 1932, nearly 10,000,000 
readers of The Saturday Evening Post, Collier’s, 
Good Housekeeping and McCall’s will have the 
Patapar story told to them. 

They will be made to understand that any 


food product wrapped in a sheet bearing the 


Paterson Vegetable Parchment Keymark enjoys 
the best protection that money can buy. 

Give your product one more “quality” sell- 
ing point by wrapping in Paterson Vegetable 
Parchment and insist that it bear the Keymark 
—you’re entitled to this Keymark Service with- 


out charge, on all printed wrappers. 


Hundreds of leading brands of packaged foods now carry this 
Keymark on their wrapper. This nationally advertised symbol 
featettad of wrapper protection comes in two sizes... 34 inch or 1 inch 
aa. high. It will be included anywhere on your printed wrappers, 
peda at no extra cost. It is a simple, effective way of telling your 


GENUINE ; ; 
VEGETABLE ( customers that your product is carefully protected. Ask our 
PARCHMENT 





representative or write direct — 
Paterson Parchment Paper Company 
Passaic, New Jersey 


Sales Branches: Chicago, San Francisco. 


PATERSON-Genuine VEGETABLE-PARCHMENT 


Commercial Patapar 


THE INSOLUBLE, GREASE-PROOF WRAPPER FOR QUALITY FOODS 
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Another Difficult Wrapping Job 
DONE WELL 
























by CELLO-SEAL 


The Battle Creek Transparent Wrapping Machine 


Enveloping envelopes in Cellophane is a This Battle Creek Machine has an envi- 
task full of hidden pitfalls. Automatic 
transparent wrapping of writing paper at ; ; , 
high speed is scarcely less difficult. Yet ‘™@nsparent wrapping to a wide variety of 
practical low cost packages of high salabil- products. There are two models—one for 
ity are being turned out daily by Cello-Seal handling a group of envelopes, and the other 


Machines. In spite of th ties of ¢ ; : 

at ae SP ’ the tendencies of for handling a group of flat paper sizes. 
envelopes to fan, flare and puff when — : ants rp : 
handled, the wrapping operation is kept Easy adjustability is one of its outstanding 


smooth, the packages uniform. features. 


able record in bringing the sales value of 


The advantages for your product 
can be easily judged. Send the 
coupon below for the details. 








BATTLE CREEK WRAPPING MACHINE Co., 
BATTLE CREEK, MICH. 

Please tell me the practical operating details of the Cello-Seal 
Machine. I have in mind a package .......... x x inches 
Speed desir:d per minute................ 
The product is : 
© Mail the information. (© Have a representative call. 











BATTLE CREEK WRAPPING MACHINE CoO. 
Battle Creek, Mich. 


Fereign Representative: 
Cc. S. du MONT 
Windsor House, Victoria St., London, England 
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THE WAY THEY TURN CAN TURN THE Sree... 


MOLD ACC 
CLOSURES WIT 


From chemist’s tests to colors, so many 
things have to be taken into considera- 
tion in selecting new closures that it’s 
orten wise to move slowly. But from 
the very outset, you can decide that no 
closure which is hard to screw on or 
off belongs on a modern package! 


Easy to turn 


Actual comparisons soon show that 
Durez molded closures possess decided 
advantages here. They turn more easily 
and more quickly than others. They 
seat firmly. The threads are strong and 
tough, and do not break. Durez caps 
will not jam. 

The reason for all this is simple 
enough. Durez threads are molded, not 
cut. And that means they are molded 
within closest commercial limits of ac- 
curacy. No tests are ever made for 
tightness or fit because no variation is 


THE MAKERS OF DUREZ ARE ALSO 


LY 











ever permitted ir the molding process. 
Every cap is the same as every other, 
whether you make one or a million. And 
that includes not only the threads, but 
the most minute design which decorates 
the closure! 


Scores of satisfied users 


Proof of the ability of Durez closures to 
meet the most difficult requirements is 
found in this interesting fact: 95% of 
all molded closures are Durez closures! 
The large list of nationally known users 
includes Squibb, Listerine, Gilbert, 
Hinds, United Drug, Woodbury, 
Rubinstein, Frostilla, Palmolive, Iodent, 
Colgate-Peet, New England Collapsible 
Tube Co., Lifebuoy, Hudnut, Max Fac- 
tor, Sharp & Dohme, and scoresof others. 

Martha Matilda Harper, Inc., Roch- 
ester, N. Y., for example, uses nothing 
but Durez closures for the complete line 


— 


= 


RATE 
DURE Z! 


illustrated. Many other houses are 
switching to Durez for jars, boxes, trays, 
and all kinds of containers. They find, as 
you will find, that Durez is strong, tough, 
light; resistant to acids and moisture; 
and available in a wide variety of colors. 


Send today for free booklet 


Write now for more information and for 
samples of these modern closures. We will 
be glad to mail, in addition, a free copy of 
the interesting leaflet, “Closure News,” 
which goes each 
month to thou- 
sands of manu- 
facturers. Ad- 
dress General 
Plastics, Inc., 
11 Walck Rd., 
N. Tonawanda, 
N. Y. Also New 
York, Chicago, San 
Francisco and 
Los Angeles. 








THE MAKERS OF DUREZ INSULATING VARNISHES AND LABEL CEMENT 
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The Warren Window-Top 
Box is just what you need 
to boost your sales! 

















VERY merchandising expert knows that not only do people like to see 
what they are buying, but the sales appeal is greatly increased when the 
product itself (especially if it is candy or food) is enticingly shown in its 


package. 


The Warren Window-Top offers the most effective way of doing this and at 
the same time affords perfect protection to the contents of the box. 


Many nationally known products are now being packaged this way. Why 
not merchandise your product in these sales-stimulating boxes and see for 
yourself what a gratifying increase they will make in your sales? 


At no cost to you, we will gladly submit a suggested window-box or window 
display suitable for your product. 


Warren Box & Printing Co., 
741 East Sixth St. 
BOSTON, MASS. 
Pittsburgh Office, 802 May Building 











WARREN WINDOW-TOP BOXES AND DISPLAYS 
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Make it easy for your customers 


to identify and buy your products 


Your product may be made to the 
most exacting formula and with the 
most scrupulous care. If may be 
presented to the public with well 
prepared advertising and through 
the finest wholesalers and dealers. 
But, when a customer enters a store, 
she needs your help to pick out and 
buy your product. You must make 
its container attractive and individ- 
val in order to catch her attention 
and her dollars. 

Many prominent manufacturers of 
beauty preparations have found it 
profitable to adopt modern, styled 
containers made entirely of Bakelite 
Molded. Lustrous and colorful 


beauty, adaptability to fine mod- 
ern design and secure protection 
against spoilage and shrinkage of 
the contents admirably suit the 
material to this use. 


Bakelite Molded is non-corrodible 
and will not spoil or discolor the 
most delicate preparations. It may 
be easily formed into exclusive and 
patentable designs that will posi- 
tively identify your product and 
protect your customers against 
substitution. Write for our packag- 
ing booklet number“8”, it contains 
valuable information relative to 
the properties, uses, and successful 


applications of Bakelite Molded. 


BAKELITE CORPORATION 
247 Park Avenue, New York .. . . Chicago Office: 635 W. 22nd Street 
BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin Street, Toronto, Ontario 


BAK 


“The registered trode marks shown obove distinguish moteriols 
@onvioctred by Bakelite Corporation Under the capital “8” s the 


B 
es) 


LITE 


pumenco! tage tor infinity oF unlimited quontty MN symbohzes the nfinte 
number of present ond tviwre uses of Botelite Corporonon'’s products 


THE MATERIAL OF A THOUSAND USES 
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A Penny a package 


.. OF less 


Into the cost of your package must be figured the cost, depreciation and up- 
keep of your packaging machinery. Speed, labor saving, product shrinkage— 
all these things enter into your final packaging costs. 


A penny a package or less—lost or saved—can make a big difference in 
profits when volume runs into millions of units yearly. You can count on it 
that America’s largest producers watch their packaging costs closely, and you 
can be certain that the packaging method they use is the most efficient they 


could find. 


From this logical line of reasoning emerges the strongest endorsement of 
Pneumatic packaging machines. Practically all of America’s largest producers 
use this method. The majority of the manufacturers in every packaging industry 


PNEUMATIC MACHINES 


Carton Feeders—Bottom Sealers 
—Lining Machines — Weighing 
Machines (Net and Gross)—Top 
Sealers — Wrapping Machines 
(Tight and Wax)—Capping Ma- 
chines—Labeling Machines — 
Vacuum Filling Machines (for 
liquids or semi-liquids)—Auto- 
matic Capping Machines—Auto- 
matic Cap Feeding Machines— 
Tea Ball Machines 


weigh and carton, fill and cap their products 
with Pneumatic Machines. In view of these facts 

NEUMATIC SCALE 
ACKAGING MACHINERY 


no thoughtful selection of packaging machinery 

for your needs would be complete without full 

consideration of the Pneumatic system—a system pNEUMATIC SCALE CORP, LTD.» 71 NEWPORT AVE., NORFOLK 
: . DOWNS (QUINCY), MASS. 

that 9 equally adaptable for productions of — Branch Offices in New York, 26 Cortlandt St.; Chicago, 360 North Michigan Ave.; 

volume, large or small. Write. 


San Francisco, 320 Market St.; Melbourne. ja; Sydney, N. S. W. and 
Trafalgar House, No. 9 Whitehall, London England 
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PACKAGE 
CRISPNESS 


RISP crackers are new stock—fresh 
and tasty. Their sales appeal 


is inevitable. 


Crisp packages denote new mer- 
chandise, always in demand. In1932 
a new pace is set for cartons and dis- 
plays. To color, to design, will be 
added scintillating crispness. It will 
be obtained by a combination of 
color and design with light-reflecting 
material and a process of reproduc- 
tion which adds something more. 


It is that something more which may 
make your package a better medium 
of advertising. You should know 


about it. 
The Sign of Better Packages 


SAMPLE-DURICK CO.., Inc. 


SPRINGFIELD ~~ MASS. 
FOL DING: PA PER: BO X EG 
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ontainers that speed 
tomato juice 


PRIDE Fay 


T 


SEE WHAT YOU BUY BUY IN GLASS 


The growing list of important tomato juice packers numbered among our 

customers is ample evidence of the fact that this popular product sells faster 

in Owens-Illinois containers. Our research and design departments are 

always ready to help tomato juice packers find ways to speed their sales. 
Owens-Illinois Glass Company, Toledo, Ohio. 


OWENS-ILLINOIS 


GLASS CONTAINERS 


BRANCH OFFICES—ATLANTA, Ga. - - BALTIMORE, Md. - - BOSTON, Mass. - - BUFFALO, N. Y. - - CHICAGO, III. 
CINCIININATI, Ohio - - CLEVELAND, Ohio - - COLUMBUS, Ohio - - DALLAS, Texas - - DENVER, 
Colorado - - DES MOINES, Iowa - - DETROIT, Michigan - - INDIANAPOLIS, Ind. - - KANSAS CITY, Mo. 
LOS ANGELES, Calif. - - LOUISVILLE, Ky. - - MEMPHIS, Tenn. - - MILWAUKEE, Wis. - - NASHVILLE, Tenn. 
NEW ORLEANS, La. - - NEW YORK, N. Y. - - PHILADELPHIA, Pa. - - PITTSBURGH, Pa. - - ST. LOUIS, Mo. 
ST. PAUL, Minn. - - SALT LAKE CITY, Utah - - SAN FRANCISCO, Calif. .- SEATTLE, Wash. - TOLEDO, Ohio. 
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CRAP your obsolete gluing and folding machines. You’re paying too heavy 


a tax on obsolete machinery. Lost efficiency... lost orders... lost profits S 
... lost customers... . are too much to pay for old, out-dated machinery. 5 












Modern plants, the country over, are weeding out their old machinery, in- 
stalling International Machines, the most modern machines the field offers. 
They are junking their junk and installing the machine that gives uninterrupted 
service and long life—the only machine that has an Automatic Pressure Feed 
(Patented)—and a horizontal stacker which gives freedom from jams, with end 
or side delivery. 


For over a score of years International Folders and Gluers have set the pace 
in speed, output, operation and widened the profit margins of thousands of 
plant owners. 


The International Paper | B 


Nashua, New | H: 
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COMPETITION 
AND CHANGE 





- - - - ARE 
ONE TODAY 





eee change. Methods that were approved practice yesterday are 
wasteful today. Equipment that was efficient a few years ago is now 


obsolete. 





Around the corner is your competitor laying deep strategy to deprive you of 
5 your custom and customers. It can’t be helped. The economic battle goes on 
i —provides change—which is progress. For year after year, as your competitors 
install modern, faster, efficient International Folding and Gluing machines, you 
are steadily losing ground. You must change to survive. You must scrap your 


old inefficient machines to make way for the new...... International paves the 


Peet SYR Sah ee 


way with a plan for replacement. 


Write and we will send you complete information about the folding and 


gluing machines of proven dependability and superior economy. 





| Box Machine Company : 
| Hampshire, U.S.A. || 
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ou cant 
keep pace 


COMPETITION 
with hand 
packaging 


PACKOMATIC Carton Sealing Machine with Automatic Filler, handles 
60 packages per minute for The Carey Salt Company, 
Hutchinson, Kansas. 


For high production, meeting 1932 competition 
with lower manufacturing costs, whether you 
pack in cartons or cans you will want automatic 
packaging machinery. 


Long life and high production are built into 
every PACKOMATIC machine. These two 
factors may mean the difference to you between 
profit or loss. 


Let a PACKOMATIC Engineer show you a new 

1932 economy. More than 2000 manufacturers 

PACKOMATIC (SCOTT) are operating more efficiently under PACKO- 
NET WEIGHER MATIC methods. 


A unique patented friction compensating 
device makes it an unfailing gravity type 
machine. It will accurately operate at 


speed of 30 per minute. WIRE—PHONE—WRITE 
WE WILL MEET YOU 


We will be pleased to see you at ANY TIME—ANY PLACE 


the Canners’ Convention, Chicago, 
January 25 to 29. 


. PACKOMATIC . 
PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
Branch Offices: NEW YORK ST. LOUIS LOS ANGELES 
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PRODUCTS ATTRACTIVELY PRESENTED 


SELL QUICKLY! 


successful distributors of food, in glass bottles, 
have for many years packed in brilliant colored 
shredded paper. they know that many merchants 
use the paper for window decoration, and the 
display of their product increases sales. 


meats and bananas are the latest types of food to adopt 


PIONEER SHREDDED PAPER. 


A COLOR OR GRADE FOR EVERY PURPOSE 


why not write for samples 

and see for yourself what 
brilliant colored shredded paper 

will do to your product? 


PIONEER PAPER STOCK (OMPANY 


448 W. OHIO ST. 
CHICAGO, ILLINOIS 








JANUARY, 1932 


19 





The Crowning Touch 
that makes LABARA irresistible... 


The glamourous witchery about LaBara toilet preparations has 
endeared them to thousands . . . Zanol’s standards for purity and 
quality during the past twenty-five years has built this national 
acceptance. 


In keeping with their policy of excellence in all things Zanol has 
crowned these achievements of beauty with smart moulded caps and 
closures by Kurz-Kasch. 


Write for samples and full information about our service for 
manufacturers of toilet preparations. 


The KURZ-KASCH Co. 


MOULDERS OF PLASTICS 
Chicago DAYTON, OHIO New York 
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Wraps by Bendix Paper Co. 


BRIGHTEN ROLL LEAF 


TRANSFORMS 
THE PACKAGE... 


_... transforms it from a dull, uninteresting, uninviting 
package into one of distinction, charm, and outstanding 
sales appeal. 

Thousands of alert manufacturers are profiting by the in- 
creased effectiveness that Brighten Roll Leaf is giving to 
their packages. 

lt is obtainable in gold, silver, metal, and pigment colors; 
and is applied with a speed and ease that makes it most 
economical. 

If you are not now using Brighten Roll Leaf, send us one 


of your packages and let us offer suggestions for 
brightening it up with Brighten Roll Leaf. 


Or, at any rate, send for samples of attractively embossed 
wraps. 


THE H. GRIFFIN & SONS CO. 


Brighten Leaf Division 
65-67 Duane St., NEW YORK, N. Y. 


CHICAGO BOSTON 
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BEVELED EDGES 
GIVE DISTINCTION! 


OU'LL like the unusually attractive manner in which your products can be 
displayed in these new, rich looking containers. You'll also be pleased 
with their moderate cost. 


Sale is controlled exclusively by ourselves. Where warranted, we offer pro- 
tection in design and market. 


Write or phone and our representative will call. Samples sent on request. 


LEBANON PAPER BOX CO. 
LEBANON, PA. 
New York Office—51 Madison Ave. 
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CAMEO CREATIONS 
Are Novel, Original, Distinctive 


HE label on your product is its focal point. Like the leading 
actor on the stage, it receives the most attention. 


When you consider how important a part the label plays in the 
merchandising of many products and how much it influences the 
prospective purchaser in making a buying decision, doesn’t it seem 
most unwise to use anything but the finest labels obtainable for 
adorning and identifying your product? 


It costs no more to produce a label that is highly artistic and a 
distinct sales aid than to manufacture one that is poorly designed. 


May we show you samples of some of the effective labels and seals 
we have created—and offer suggestions for a more novel and attrac- 


tive seal for your product? 





CAMEO DIE CUTTING & ENGRAVING CO. 
140 WEST 29nd STREET 
NEW YORK, N. Y. 
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PETERS 








JUNIOR 








FORMING 








& LINING 








MACHINE 


What is YOUR Problem? 





Is It COST REDUCTION? 


F so, look into the production economies of 
the Peters Junior Forming and Lining 
Machine. 
With just one operator, it turns out 35 to 40 


perfectly formed and lined cartons in a minute. 


And it’s adjustable, too! Can be quickly 


changed from one size of carton to another. 


rq 
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PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.U.S.A 


It requires but little floor space; is quiet, easy 
to operate, efficient. 

So low is the price of this new Peters Junior 
Forming and Lining Machine that it pays for 
itself in a surprisingly short time. 

It’s worth a few minutes of your time to con- 
sider the advantages of this Machine. May we 
send you complete information? 








Jen 











NEW ideas in packaging are especially effective. In fact, 
in creative merchandising, nothing plays so important a 
part as the package. 


VOSS Boxes are renowned for their originality of design 
and alluring beauty. 


Without cost or obligation on your part, we shall be pleased 
to discuss the designing of a VOSS Box for your product, 
that will be in tune with modern, creative merchandising. 


KARL VOSS CORPORATION 


HOBOKEN NEW JERSEY 
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more than 


Pilliod Wood Etchings— 


a new development for merchandising packages. Designs on box tops 
resemble wood carving. They are distinctively artistic and offer unusual 
possibilities for exclusive designs in combination with a wide range of 
colors and finishes. We maintain a Service Department, supervised by 


experienced craftsmen and designers. 


You will find it to your advantage to consult us—now. 


Our Thirty-Seventh Year 


THE PILLIOD CABINET COMPANY 


SWANTON, OHIO 
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A PROVING GROUND 


for Packaging, Packing and Shipping 


The Second Packaging Exposition, 
Conferences and Clinics, sponsored by the 
American Management Association, follow- 
ing the markedly successful first exposition 
held last May in New York City, will bring 
together executives concerned with the uses 
and problems of packaging, packing and ship- 
ping, and the men who supply their essential 
materials, ideas and services. An attendance 
of 10,000, drawn from all parts of the coun- 
try, is anticipated. The Exposition and con- 
current conferences and clinics will present 
an unique opportunity to those intimate with 
packaging, packing and shipping problems 
for comparison and analysis of every new 
development, technique and material of this 
astonishingly progressive infant industry. 

a — 


AMERICAN MANAGEMENT ASSOCIATION 
d 


PACKAGIN 
EXPOSITION 


CONFERENCES 
AND CLINICS 


PALMER HOUSE 
CHICAGO 


March 7-12, inclusive, 1932 Photo by Modern Peetasing 
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1932 
EDITION 


— NOW 
. READY 


‘Lhe largest and most 
comprehensive reference 
book of its kind ever 
issued for industries where 
packaging is a factor. 


Price PUBLISHED BY 
BRESKIN & CHARLTON PUBLISHING CORP. 


102 
11 PARK PLACE, NEW YORK, N. Y. 
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Now it is possible to m 
able boxes than ever v 
from the innovation o 
this paper has a lacquer 


which ARTCOTE is not 


It is a real box paper, | 
working and gluing prc 
whether used on autoi 
work, insuring fast, cons 


This Sheet is JS 


Manuf 


The price of this new paper 
is in line with the trend of the 
times. Write for working 
sheets and full information. 





By using ARTCOTE boxwrap 
(complementary back) all white 
edges are eliminated, seams, 
scuffs, curled and worn spots _ 
become practically unnotice- 


ARTCOTE PAPERS, INC. 
38C Coit St., Irvington, N. J. 


Send samples of Arteote Gold and Silver Papers 
suitable for box work, with full information. 
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A Gold and Silver Paper 
With a Complementary Back* 
Made Especially for Box Work 








| 


Now it is possible to make better and more service- 
able boxes than ever with this new boxwrap. Aside 
from the innovation of the complementary back, 
this paper has a lacquered, non-tarnishing surface for 


which ARTCOTE is noted. 


It is a real box paper, printable and has exceptional 
working and gluing properties. It is equally suitable 
whether used on automatic machines or for hand 
work, insuring fast, constant production. 


9 
This Sheet is COTE Silver Boxwrap. 


v M. REGS. PAT. OFF 


0306 


Manufactured by 


INC. 3 
IRVINGTON, N. J. 





Telepho 


4. 
ESsex 34 


ARTCOTE PAPERS, rnc. 


380 COIT STREET 
IRVINGTON, N. J. 


Gentlemen: 


The new Artcote Gold and Silver Boxwraps (with complementary 
backs which harmonize with the display side of the paper) 
are made in a weight especially adapted for box work. 


The increasing demand for Artcote Gold and Silver papers 
has enabled us to enlarge the volume of production and to 
improve our manufacturing methods, so that in bringing out 
new products, it is possible to offer them at a price 
which is entirely in line with the trend of the times. 














Artcote has but one standard and adheres consistently to a 
uniform price scale. Thus, there can be no variance either 


as to guality or cost. 











We have established and maintained a high reputation for 
quality by specializing exclusively in the manufacture of 
gold and silver papers and not fabricating any finished 
products whatsoever from them. This policy has enabled us to. 
effect economies and refinements, directing all of our 
efforts toward improvement of our line. 

















The use of Artcote papers permits a high order of mer- 
chandising for goods that are displayed in containers 
covered or lined with Artcote Gold and Silver papers 
because these papers immediately attract attention through 
their expression of quality. This consumer acceptance is 
one of the outstanding characteristics of Artcote Gold 
and Silver papers. 

Yours very truly, 


ARTCOTE PAPERS, INC. 


MANUFACTURERS OF GOLD AND SILVER SURFACE COATED PA > 














An array of metal products made resplendent 











and appealingly feminine by the use of new, 





“Jewel Glow’ finishes — soft satin effects — 








brilliant polished tones. Let us suggest packag- 


ing ideas for you on jar closures, powder box 


tops, dusting powder boxes, rouge boxes, 


talcum powder containers, compacts, etc. 





CONSOLIDATED SAFETY PIN COMPANY 
BLOOMFIELD, NEW JERSEY 


Owned by the makers of Chase Brass 
NEW YORK SHOWROOMS: 200 FIFTH AVENUE 
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“7 ing the Sales Curve yo 


BE PREPARED FOR 1932! 


For in every line of business and in every 
sales territory there will be somebody making 
money, selling goods and beating old records. 

Swing your sales curve upward with the 
help of well planned advertising and selling 
efforts ... and don’t overlook the importance 
of the sales value of your container! 

Package competition is growing more keen 
everyday ... the sales stimulus of color and 


good design is important . . . eye appeal is 


most essential . . . convenience a necessity — 
for attractiveness and utility create sales. 
Consider your packages from every angle— 
be sure they are doing a real selling job for you. 
And, when you are in doubt about any 
package problem, call the Continental repre- 
sentative. He will place at your disposal the 
fund of experience and skill gained thru Con- 
tinental’s many years of successfully creating 
sales-building packages in many lines. 


CONTINENTAL CAN COMPANY, INC. 


NEW YORK 
100 East 42nd St. 


CHICAGO 
111 West Washington St. 


SAN FRANCISCO 
155 Montgomery St. 


°*it’s Better Packed in Tin”’ 
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Change the words of a popular song to ‘I’ve got ten 
cents’’ and you are striking the keynote to an economic 
factor in retail consumption. Ten cents! Twenty 
midget ten cent pieces that will buy a refrigerator full of 
foodstuffs, a medicine chest of medicinal products or a 
vanity table of cosmetics. The list is of longitudinal 
proportions. Ten cents for anything from silver to 
linen—such is the foundation of the latest American 
institution—the five and ten cent chain store. 


Though impossible to show the 
hundreds of packaged products 
distributed in the ten cent chain 
store, a few are illustrated on 
these pages with their standard 
size brothers for the purpose of 
comparison in size, construction 
and design. 


What of 


cent Size Package? 


By Ann Di Pace 


Woolworth’s and other chains of the same type are 
virtually the Mecca for rich and poor. The fascination 
of the standard price range draws them like the magnetism 
of the antique shop. Ask any woman what shops are 
listed in her shopping tour and, infallibly, the answer 
always will include ‘“Woolworth” or a similar chain. 

Without question, from the consumer’s angle, this 
outlet of retail distribution is in favor. The reasons for 
this universal commendation are numerous and vary 
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accordingly with conditions. The factor of price—bar- 
gains, in great big capital letters—is the most powerful 
influence traceable to this popularity. Whatever the 
object or the purpose, however its use, present or future, 
traveling or home, psychologically the product is a 
bargain. The fact that price is the tangible factor to the 
masses cannot be avoided, cannot be minimized. It is 
the best quality at the cheapest price. Other reasons, 
of course, enter into the popular acclaim; good, sound, 
economic reasons to which manufacturers have re- 
sponded. Whether or not, in the long run, this fulfilling 
of a special demand, this specialized distribution, accrues 
to the benefit of the manufacturer, remains a question 
still undecided by many producers. 

The significant and portent deflection within the last 
few years from the regular routine of expanding the 
sale of, and promoting the use of packaged products, 
characterized by the five and ten cent chain stores, has 
brought up a number of problems for the manufacturer, 
at the same time working to his advantage. Whether 
this advantage is of permanent benefit, whether it marks 
a transitory incline toward volume sales, and of chief 
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For the closet kitchenette where every 
inch 1s valuable, the midget container 
is heaven sent. There 1s no question, 
also, as to their popularity, as 
evidenced by these well-known brands. 


importance, whether such distribution has a diverse 
(ffect upon the sale of standard size packages has long 
been debated among those uninitiated. 

No one can doubt that there is a definite place in the 
field of commerce for the five and ten cent chain stores. 
They fill a specific need which a large number of manu- 
facturers would not_,do without. But to what extent 
should products now distributed through this channel be 
subjected in order that the midget size be not produced 
at the expense of its larger brother? This and the fore- 
going questions have assumed such growing prominence, 
MODERN PACKAGING, in the interests of its readers and 
as a guide for them in future action, set out to find the 
answers through a survey directed among all manu- 
facturers of packaged products distributing their goods 
in the ten-cent size package. This survey is particularly 
timely since a tour of the stores in the various chains 
gives evidence of the increasing number of products 
merchandised in this manner. Merchandised from the 
very beginning of the launching of the new product or 
new package on the national market. If, exclusive of 
other reasons that will be mentioned directly, this forms 


In the very small 
family for whom 
the standard size 
package 1s loo 
large and con- 
stitutes a waste 
because of spoil- 
age, these well- 
known food prod- 
ucts fill a_ real 
need. 





an indication of trends, packaging is the influencing 
factor making this method of distribution all the more 
popular. 

Heading the list of momentous problems facing the 
various manufacturers, is the question, does the ten cent 
size package affect the sale of standard size packaged 
products? Of those manufacturers who specifically 
answered every question put to them in the survey, 50 
per cent emphatically stated that the ten cent size pack- 
age in no way affected the volume sale of the regular 
size packaged product. As was to be expected, however, 
a goodly percentage could not determine. Of these 
manufacturers who replied, 20 per cent are not, up to the 
present time, able to definitely ascertain whether or not 
such a condition exists. Another 20 per cent have made 
no effort at all to obtain comparative figures. Of interest 
is the fact that to some manufacturers the small size 
package does affect the regular production. Though the 
figure is small, 10 per cent replied that although such 
sales did cut into those of the regular size package this 
condition was not so serious as to be of large concern. 

Manufacturers have various reasons for the merchan- 
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Here is actual proof that 
manufacturers of packaged 
products understand _ the 
value of package recognition. 
Compare container with con- 
tainer, label with label, clo- 
sure with closure, and the 
results are favorable. 


dising of the five and ten cent size package through this 
channel. The general opinion as to the influencing 
factor is equally divided between that group which 
maintains its value is based on the aid contributed by 
the sampling method of product recognition and the 
group who maintain the midget size package is obligatory 
in order to concur with modern living conditions. The 
opposing factions will be interested in the results ob- 
tained from the second question in the survey. 

To show the diversification of actual experience and 
research, the question ‘‘For what purpose are your prod- 
ucts packaged in this manner’’ had to be broken down 
in five groups. The final result was: 30 per cent of the 
manufacturers replying stated without reservation that 
this type of merchandising was solely an introductory 
campaign for product recognition. Another 10 per cent 
merchandised through this channel solely because of the 
present need in congested living quarters. Two reasons 
were set down by 20 per cent: the opportunity presented 
by the large distributive outlet of the chain stores for the 
enlargement of their markets and the value of the in- 
troductory or sampling size. (Please turn to page 72) 
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Packaging It is expected that copies of the 
Catalog—1 932 1932 edition of the PACKAGING 

CATALOG will be ready for dis- 
tribution during the next month. For some time our 
editorial and advertising staffs have been completing 
the work necessary to the issuance of this book, while of 
course the compilation of the included material has con- 
tinued throughout the year. We believe that this book, 
considering as it does the various phases of package and 
packaging work and including catalogs and other ad- 
vertising of the representative supplies as well as a 
complete classified list of package material and equip- 
ment manufacturers, presents a picture of the packag- 
ing industry that is obtainable in no other way. 

There are still many who consider packaging from a 
single aspect—either as a manufacturing problem or as 
a merchandising problem, the first entailing only con- 
siderations of production, whereas the latter views dis- 
tribution. Actually, these are inseparable; that is, if 
the full effectiveness of a package is to be obtained. 
We believe that a thorough study of the PACKAGING 
CATALOG will establish this point. 

Frequently, credit is given to certain industries or 
trades as dominating or leading in packaging practice 
or package design. While this may be true if certain 
characteristics or functions are singled out, it cannot be 
said that packaging as a business finds its complete ex- 
pression exclusively in any one industry. It belongs to 
and is an important part of all industries. Such an un- 
derstanding is created through the presentation of the 
compiled information in the PACKAGING CATALOG. 

Now in its fourth edition, this book offers a revision 
of the text used in former issues and the addition of 
several new chapters, required to bring it up to date 
and conform to present practices. There is an encour- 
aging showing of familiar faces among the advertising 
pages, and many new companies will be found. Of par- 
ticular interest will be the new arrangement of listings 
in the buyer’s guide which permits a more convenient 
usage of this part of the book. We have, in the book, 
made an earnest effort to render service to the reader 
and to the companies with whom he does or may do 
business. 

Closing the issue does not, however, mean the com- 
pletion of work on this catalog. Even as the press is 
printing the forms for the book, we are making plans, 
collecting information and devising new means of pre- 
senting next year’s issue. The packaging industry re- 
quires that. It is progressing, and the records which it 
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Editorially Speaking 











will attain during the next and in coming years merit 
the best service that all of those connected with the in- 
dustry can give. 


e 
Concerning Timely indeed is a survey recently 
Exhibitions completed by the Policyholders Ser- 

vice Bureau of the Metropolitan Life 
Insurance Company, a report of which has just been 
published under the title of ‘How Exhibitors Are Meet- 
ing the Trade Show Problem.’’ From the facts de- 
veloped during the study, the trade exhibit is ‘accepted 
almost everywhere as a desirable institution, which, 
when soundly conducted, is rendering substantial ser- 
vice to industry. At the same time, the opinion is very 
definitely expressed among exhibitors, that in many in- 
dustries methods of conducting and controlling shows 
must be brought into line with today’s changed condi- 
tions, if adequate returns on the expense of exhibiting 
are to be assured to buyers of space. It seemed to be 
the consensus, also, that the difficulties of exhibitors 
have arisen largely out of the fact that in many indus- 
tries the sponsors of shows have been able heretofore to 
compel the manufacturer to exhibit, whether he wished 
or not.”’ 

It is natural that we should, in reading through this 
study, draw comparisons between the facts set forth 
and such expectations as we may have concerning the 
forthcoming Second Packaging Conference and Expo- 
sition scheduled during the week of March 7 in Chicago. 

While the report deals exclusively with exhibitions 
and makes no mention of concurrent sessions which in- 
clude the presentation of papers and discussions relat- 
ing to the interests of the trades or industries repre- 
sented, it is to be assumed that such sessions are held in 
the majority of cases. In certain instances we know 
that the exhibitions are subordinated to the technical or 
business sessions; in others, the reverse is true. 

We view last year’s packaging conference and expo- 
sition as an experiment, an experiment which resulted 
successfully. It was the first attempt to group together 
individuals and companies mutually interested in the 
common cause of packaging. To many of these the in- 
terest in packages and packaging represents but one of 
several of their activities, while to others that interest is 
an exclusive consideration. Opinions may be divided as 
to the relative importance which existed between con- 
ference and exhibition at last year’s meeting. Our own 
impression is that more prominence was accorded to the 






former—a condition which we believe will be overcome 
this year, affording an equal division of the honors. 
The American Management Association, sponsors of 
the conference and exposition, counts its membership 
among consumers as well as producers of packages and 
packaging materials, the packaging industry itself de- 
sires a complete presentation of all its problems, so that 
such an equal division would seem to be a wise move. 
From what we learn concerning the plan, there is every 
evidence of greater attendance this year, more repre- 
sentative exhibits and a better balance of the subjects 
to be presented at the conference—a program which 
augurs well for the continuation of such gatherings. 

The report considers trade shows in three broad 
classifications, the first of which seems to fit the subject 
under discussion more closely than the other two. This 
classifies as follows: ‘‘Educational within the trade, not 
open to the public, conducted by or for national asso- 
ciations for the display of the equipment and supplies of 
members.”’ At the Second Packaging Exposition, 
however, as was the case at the previous one, space 
reservations have not been confined to members 
cision which has met with general approval and offers 
the opportunity for a greater representation of those 
companies who serve the packaging industry. It 
should be added that under such a plan any criticism 
raised against coercion directed toward manufacturers, 
compelling them to exhibit—as in the evidence stated 
in the first paragraph—is removed, for the sponsor 
assumes no authority other than that which may be 
dictated by a membership of diversified interests, one 
which would be loath to disturb a progressive step al- 
ready well begun. 

Besides the points mentioned, the report describes 
the control methods that have been adopted in the 
different industries, establishment of exhibitors’ com- 
mittees and boards and similar considerations. To dis- 
cuss these at length is not our purpose at this time, 
however. The results mentioned in the survey repre- 
sent experiences covering a period of years, experiences 
from which the packaging industry can benefit. 

Having reached the point where the necessity for 
mutual discussion of its problems is recognized, and 
having accepted a plan which permits the getting to- 
gether of those individuals who contribute to its sup- 
port, the packaging industry can be counted upon to 
take further steps toward greater recognition. 
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The Strength of the There can be no arguing of 


Packaging Industry the fact that present busi- 
ness conditions are generally 


unsatisfactory. Analyses by our foremost economists, 
forecasts based on past and present performance, con- 
siderations of national and international conditions and 
other indexes that form a basis for prognostication show 
that the date when a return to ‘‘normal”’ may be ex- 
pected is problematical. Not that hopeful signs are 
lacking. There are plenty of them, but the unexpected 
prolongation of the depression which had its beginning 


more than two years ago has tried the patience of busi- 
ness to a point where confidence is unsettled, or at least 
dubious. There are, however, specific examples— 
many of them—where no such opinions are held, and 
businesses in these lines have proceeded without handi- 
cap or have suffered only from an indirect curtailment 
occasioned by the falling off of industries or trades on 
which they depend. 

We have voiced from time to time in these columns 
an optimistic note. We have felt that the packaging 
industry has suffered less than its older and more estab- 
lished associates, due to a large extent to the fact that 
its organization and its opportunity to render service 
occurred at a period when the need for constructive 
merchandising and distribution made itself evident. 

Apart from this need, and furnishing another reason 
for the progress of the industry, is the fact that the 
field is essentially one that is open to new ideas, and 
these have been forthcoming in good measure. Al- 
though lacking much of the ballyhoo that has accom- 
panied advances in other industries, and receiving but 
little public recognition, notable improvements have 
been made in the development of new machines, new 
materials and applied processes for creating packages. 
Many of such advances compare favorably with the 
foremost accomplishments in science and engineering. 
New ideas or new conceptions of art and decoration as 
applied to packages have likewise served to encourage 
the acceptance of the products of the industry. 

The outlook still remains promising. Not only is the 
industry sound basically, but in its role of supplier to 
one of the essential factors of business—merchandis- 
ing—it occupies a strong position in the economic struc- 
ture of this and other countries. 


@ 


A story is told of an absent-minded 
drawing teacher who was walking 
along a street and was suddenly 
accosted by an ancient cab driver, ‘Cab, sir?’ Inter- 
rupted in his reverie, the professor critically viewed the 
driver and his equipage, all of which was in a hopelessly 
dilapidated condition. ‘“‘Now what,” said he, pointing 
at the aged horse, ‘“‘might that be?” “‘A horse,” replied 
the cabman. ‘Well,’ answered the professor, not un- 
kindly, “I’m afraid you'll have to rub it out and do it 
over again.” 

It is not fair, of course, nor is it wise of us to charac- 
terize the buying public as absent-minded. Quite the 
contrary, infact. But a similarity does exist between 
its attitude on certain packages and the opinion of the 
drawing teacher. The indifferent package must be 
“done over’’ before it receives the recognition which is 
hoped for by its sponsor. 


Ke Geurber. 
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Styled Packages 
Appeal to Men 


By Mary Michael 


WOMEN couldn't have had any difficulty choosing 
gifts for men this past holiday season. Manufacturers 
by far outdid their former best efforts in dressing up their 
products to appeal to the critical eye of gift seekers. And 
judging by the numbers that thronged the shops, both 
large and small, their efforts were not unrewarded. Un- 
like other years, too, the incentive to buy, so all impor- 
tant these days, was given full play. Actually it wasn’t 
so much the Yuletide decorations that gave the shops that 
festive air, but the row on row of really smart packages 
and irresistible packaging ideas. Windows displaying 
this form of merchandising thought drew the gift hunters 
like hounds to the pack. Sophisticated packages, simple 
packages, bright colored and pastels, seemed to descend 
upon the shops in an avalanche. It was like holding the 
mare back until the final lap. Packaging has come into 









Manuiacturers in general have arisen to the 
need of suitable settings for their products as this season’s 
offerings gave evidence. 

Among some of the outstanding packages on display 
were those for the products of the Pioneer Suspender 


its own. 


Company, Philadelphia. Eight of these are shown in the 
accompanying illustrations, and the materials used in 
their manufacture cover a variety of types in addition 
to combining two or more in one package. The latter 
principle of packaging is coming increasingly in favor if 
the recent offerings are to be accepted as indicative. It 
is a certainty, however, that manufacturers cannot fail 
to recognize the potential possibilities inherent in the 
ensembling of package materials and the allure such fin- 
ished packages impart to the product presented to the 


consumer. 






Photo by Rehnquist 














There is one feature in the manufacture of the boxes for 
the Pioneer products which is essentially noteworthy 
from a design angle. Each and all being intended ex- 
clusively for the male sex, the factor of a comparable 
dress regardless of the material used was not lost sight of. 
This was accomplished solely through the medium of 
color-hues distinctly applicable to the taste and prefer- 
ences of men. In the main, tones of brown have been 
employed; black and white as a combination, and blue, 
being secondary color backgrounds. 

Three distinct types of coverings in addition to still 
other types of materials for the linings were chosen for 
the packages illustrated on page 36. Reading from 
left to right, glazed flint paper, velour and phenol resinoid 
for the box at lower center, comprise the assortment. 
Each makes use of brown with gold as the accompanying 
color note, with the exception of the moulded plastic 
box which has a mottled mahogany effect and a re-use 
value as a cigarette humidor. The horizontal alternating 
bands on the package at the left of the illustration are 
in black with gold superimposed half-way. A charming 
effect is achieved by the gold center rules running from 
top to bottom set off by the quaint use of the white dots 
and figure on skiis. Dark beige and medium brown with 
gold label and gold and silver lining is the color scheme 
for the packages of the double set and single set of braces 
at top center and right, respectively. 

Glazed flint paper has been employed as the coverings 
for the four boxes shown below with the ensembling of 
velour paper for one side of the extremely attractive 





box shown at the lower right of the illustration. This 
and the package at the extreme left are companion 
pieces, both affecting the same color scheme and decora- 
tive motif although the latter box is entirely covered in 
glazed paper. In both, the various units are black and 
white alternately. Both, also, are of unusual construc- 
tion for this type of product. The velour and glazed 
paper container at the left is executed along the lines 
of a jewelry box and closed by the gold grosgrain ribbon 
and gold snap. The belt rests in a specially built com- 
partment. Geometric forms in red, black and gold form 
the motif at the corner. Its companion piece is decidedly 
original in construction. Contrary to general expecta- 
tion, the three-step top when the package is open 
does not serve as the cover but as the base of the con- 
tainer in which rests the belt firmly held in place by a 
specially cut-out gold-covered partition. For this reason 
this part of the box is constructed to fit into the container 
proper and has no overhanging edge as is quite usual in 
set-up boxes. Gold, rust, black and white create the 
design for the decorative motif. 

Orange-yellow and cocoa-brown with black and white 
and gold and black decorative notes, respectively, in the 
center, are employed in the package for braces shown 
in the center of the illustration. The gold vertical lines 
at either side perform the duty of tying together the 
entire design. A blue, particularly in favor with men, 
is the color of the package at the upper right. Extreme 
simplicity is the keynote of this package with the corner 
panel motif and side borders in gold, white and black. 
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The Glass Package 


Comes into Its Ownl 


By Michael Savin 


THE MANUFACTURER who packs his product in 
glass has an instrument at his command which for sales 
effectiveness has no equal. That may seem a rather 
broad statement, and one at which manufacturers of 
other types of packaging materials may take exception. 
But, actually, all facts point in that direction. 

For the manufacturer of glass packaged products the 
problem of an attractive container, possessing eye appeal 
of a degree to make his product successfully combat the 
competition of its rival brothers, is considerably simpli- 
fied. The type of package he is using has, in the very 
beginning, this sales function. He has only to dress up 
his material and, with a little practical thought and artis- 
tic cooperation, can make his product outstanding. 

Unlike the manufacturer who must depend solely on 
his package to draw attention to the product it contains, 
the manufacturer of glass packaged products has the un- 
conscious cooperation of this material, which visibly 
shows to advantage the type and quality of the product. 
To clinch this argument of the unequaled sales effective- 
ness of the glass package, witness the increasing use of 
transparent window containers. In this fashion manu- 
facturers, whose production does not lend itself to glass 
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packaging, are trying to obtain the value of the glass 
container. 

Until recently, comparatively speaking, the glass pack- 
age, with the exception of the perfume flacon, showed no 
originality or modern treatment in its design. Certain 
forms had become standard and so they remained during 
the ensuing years. When necessity clamored for pack- 
age dress, various parts of the package ensemble were 
seized upon to create the change. Not that these 
touches were not needed, but that is as far as improve- 
ment went. Today, the glass container is undergoing 
considerable change along with paper packages and other 
types of packaging materials. 

The group of containers from the Owens-Illinois Glass 
Company, as illustrated on these pages, is an excellent 
representation of the change that has been effected in 
glass containers for proprietary and food products. All 
are new packages recently placed on the market. Each 
has been subjected to various treatments of modern de- 
sign, holding a keen interest for the consumer from an 
artistic, practical and utility angle. Their graceful forms 
are played up to their proper appreciation by the use of 
attractive appointments, which for their application to 
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each particular subject, is exceedingly well done in the 
best of modern technique and decidedly appropriate. 

It is apparent that particular emphasis was placed in 
the designing of each container on the use of the product 
it was to contain. Their lines are in distinct harmony 
with the function of the product and convey the char- 
acteristics of the latter most decidedly. And to the 
credit of the product manufacturer, this note has been 
carried out in the designing of the labels; for example, 
the sturdy lines of the container for Mennen’s Skin 
Bracer, the exquisite daintiness of Foraline, the strength 





in the bottle for Handex, and the smooth gracefulness in 
the container for Chamberlain’s hand lotion. 

And for the food products, the designing of these con- 
tainers shows a practical thought for the housewife. The 
wide base on the bottle for Hellman’s French Dressing 
guarantees her a steady place for it in her crowded refrig- 
erator and the wide long neck assures her of its pouring 
easily. One can get a firm hold on the bottle for Childs 
Tomato Juice Cocktail because of its tapered sides while 
the harmonious lines of the Butternut jars are striking 
enough for table appointments. 
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Sanitary Packaging 
For the Babies 


LITTLE TOTS are receiving much consideration 
these days from manufacturers of baby products. 
Packages and methods of packaging designed to accord 
mothers convenience and economy of time in the care of 
their offspring have come in for a great deal of thought. 
Scientific application to the packaging of baby garments 
is the latest news from that quarter—a form of package 
merchandising holding keen interest to consumers and a 
point for competitive selling well taken in its dual role. 

Now that the first loud clamorings for the necessity of 
modern package dress have subsided into general ac- 
ceptance, the opinion is widespread in all manufacturing 
circles that in addition to a correct and appropriate 
package, the public must be offered a further inducement 
to buy that will augment the sales building properties of 
the package. That this can only be accomplished 
through a stepping-up of the inner packaging of the 
product is universally taken for granted. 

The Earnshaw Knitting Company, Newton, Mass., 
are the originators of this latest step toward packaging 
improvement. They conceived the idea of a container 
for individual baby garments, sterilized to eliminate 
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absolutely the danger of skin infection from bacteria and 
also the necessity of washing the garments before use. 
The package reproduced at the right of the accompany- 
ing illustration shows the new sterilized layette package 
distributed by this company. Since it is absolutely 
essential that products of this type remain sterile until 
they are put to use, the problem involved a package that 
would stand the process of sterilization which requires a 
temperature of 250 degrees fahrenheit under fifteen 
pounds of steam pressure for thirty minutes. In de- 
veloping this package, it was an absolute requirement 
that if this merchandising plan was to be successful the 
paper used in its manufacture was not only to withstand 
the process of sterilization but also remain strong enough 
not to break or crack regardless of the length of time the 
contents were packaged before worn. Bacteriological 
tests were conducted to determine these points with the 
result that the package now distributed will stand up 
under the wear and tear of transportation and store 
handling for an indefinite period. Mothers now are 
assured of purchasing for their children garments as 
clean and sanitary as though (Please turn to page 78) 









Reproducing Expression Through 





Color on Metal Containers 







By Edward Thompson 


Color in these packages de- 
notes utility, quality and 
place of products. Courtesy 
of Continental Can Company. 










THE EXPRESSION of a pack- 
age is generally understood to mean 
the interpretation, conveyed by the 
package, of its contents. Such ex- 
pression may be direct, as in the case 
of those packages which illustrate 







the product contained or definitely Ba 
convey its utility, or indirect, as LL ACO 
exemplified by those packages which mt omarnat 
infer either or both of these condi- STERILIZED 
tions. Included in the latter group Fd 
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are those packages which may be 
considered as symbolic of the prod- 
ucts they contain. A third group 
includes a great number of packages, 
original and distinctive in design, 
which bear no relation to the con- 
tained products, and while it is true 
that such packages, in most cases, 
are expressive, they lack the inter- 
pretive function attributed to the 
other two groups. 

The use of color as a means of 
conveying expression is by no means 
novel, although continuous efforts 
are being made toward the im- 
provement of methods for color 
application. The user of packages 
recognizes the fact that if color is to 
serve a definite purpose the repro- 
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At left: Intricate design emphasized in color 
heightens the appeal of this holiday box. Courtesy 
of Tin Decorating Comtany. 















































Below: A reproduction in true colors which 
leaves no doubt as to the impression desired. 
Courtesy of American Can Company. 


an intricate design and while con- 
veying little indication of the contents 
when the box is closed, nevertheless 
serve as a means of attracting atten- 
tion. This box also furnishes a splen- 
did example of lithography in few 
colors but making use of the process 
in portraying an elaborate design. 
One needs but a single glance at the 
fruit-cake box to be certain of its 
contents, and here again the colors 
procure the result which is sought by 
the distributor of the product—that 
of conveying to the consumer an idea 
of the quality of the ingredients. In 
this package and the one previously 
mentioned, color aids substantially in 
encouraging the re-use of these con- 
duction thereof must be of a quality that will endure  tgjners by consumers. Reproduced on metal, the colors 
as a continual reminder of his product during the ex- ;etain their brilliance for long periods and serve to 
istence of the package. identify the package for the manufacturer whose prod- 

Developments in the art of lithographing tin plate 
have contributed greatly to the wide acceptance of 
metal containers in the package field. These containers, 
of themselves, offer strength, protection, durability and 
economy in handling. But in its ability to successfully 
interpret the contained product lies the chief merchan- 
dising value of the metal package. The product manu- 
facturer’s trade mark, label or other identification, 
lithographed, becomes a permanent part of the con- 
tainer; likewise the design always presents a bright 
appearance and remains an advertisement for the 


product. \\ 8 
Examples of how color, applied by lithography to * a 
m . A hee ~~ yt; 4 aa, : 
metal containers, has been used to express or interpret "RP SAS 
various products, are shown in the accompanying illus- ~ os 


trations. In each, as far as can be learned, the colors 
chosen were used to convey a definite impression or a 
series of impressions. In the toiletries group, the colors 
used for the sprinkler-top cans denote cleanliness, and 
give a clear indication of the nature of the products. ucts were originally contained therein. These examples 
The utility and locale of the products in the other two are but a few of those which the ordinary observer may 
containers are evident in characteristic colors. In the find on the market. They are to be found in every 
Heinz Gift Box the colors used intensify the beauty of group of industry which makes use of metal containers. 
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Washington News 


Congressman Clyde Kelly of Pennsylvania has 
introduced the following bill to protect trade mark 
owners, distributors, and the public against injurious 
and non-economic practices in the distribution of 
articles of standard quality under a distinguishing 
trade mark, brand, or name. 

That no contract relating the sale or resale of a 
commodity which bears (or the label or container of 
which bears) the trade mark, brand, or name of the 
producer or owner of such commodity, and which is 
in fair and open competition with commodities of the 
same general class produced by others shall be deemed 
to be unlawful, as against the public policy of the 
United States or in restraint of interstate or foreign 
commerce or in violation of any statute of the United 
States, by reason of any agreement contained in such 
contract— 


(1) That the vendee will not resell such commodity except at 
the price or prices stipulated in such contract; and/or 

(2) That the vendee will require any dealer to whom he may 
resell such commodity to agree that he will not in turn resell 
except at the price or prices stipulated in such contract: Provided, 
That prices stipulated in any such contract shall be uniform to 
all. vendees in like circumstances, differing only as to quantity 
of such commodity sold, the point of delivery, and the manner of 
settlement. 


Any such agreement in a contract in respect of 
interstate or foreign commerce in any such commodity 
shall be deemed to contain the implied condition that 
such commodity may be resold without reference to 
such agreement— 


(1) In closing out the owner’s stock for the purpose of dis- 
continuing dealing in such commodity; or 

(2) In disposing of such commodity when damaged, de- 
teriorated, or soiled, with prominent notice to the public that 
such is the case; or 

(3) By a receiver, trustee, or other officer acting under the 
orders of any court: Provided, That such commodity shall have 
first been offered to the vendor thereof by such vendee or the legal 
representative of such vendee by written offer, at the price paid 
for the same by such vendee, and that such vendor, after reasonable 
opportunity to inspect such commodity, shall have refused or 
neglected to accept such offer. 


Such contracts for the sale of such commodity 
may provide for disposal and/or seasonal sales at 
appropriate times, during which periods such com- 
modity may be resold without reference to such agree- 
ment: Provided, That such commodity shall have 
first been offered to the vendor by such vendee, by 
written offer, at the price paid for the same by such 
vendee, and that such vendor, not less than thirty days 
prior to the date stipulated in such contract for the 
next such disposal and/or seasonal sale, after reasonable 
opportunity to inspect such commodity, shall have 
refused or neglected to accept such offer. 

Nothing contained in this Act shall be construed 
as legalizing any contract or agreement between 
producers or between wholesalers or between retailers 
as to sale or resale prices. 








No suit arising out of any such agreement shall be 
brought in any court of the United States in any 
other judicial district than that in which the defendant 
is an inhabitant, or in which he has a regular and 
established place of business, and/or where service of 
process summons, or subpoena may be made by service 
upon the agent or agents engaged in conducting such 
business. 


Attractive Paraffine Cartons 


Harmonious colors combined with appropriate and 
distinctive design as applied to paraffine cartons make 
for consumer acceptance of the packages shown in the 
accompanying illustrations. Pleasing shades of green 
are used in the quart sizes of ice cream cartons; the 
pint size is yellow with black stripes and lettering. The 





rural scenes depicted in color on three of the butter 
cartons are particularly effective. The ‘Oak Hill’ 
package carries well balanced lettering in orange and 
green on a light yellow background, while the ‘‘Albert 
City” carton displays a modernistic design in pastel 
shades. The cartons shown are products of the Butler 
Paper Products Company, Toledo, Ohio. 


q 


National Collapsible Tube Company, Providence, 
R. I., has appointed H. R. M. Gordon as New York 
representative. Mr. Gordon can be reached at Room 
808, 331 Madison Ave.; telephone Murray Hill 2-1745. 
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1. This gay little pattern with its swirls and 
dots is one of the numbers in the Cambric line 
of the District of Columbia Paper Manufac- 
turing Company. Comes in_ several back- 
ground colors with the decorative motif in 
white. 2. A charming floral number on 
glazed paper from the Hazen Paper Company, 
Holyoke, Mass., in delightful pastel shades as 
well as red and black. Similar to modern 
French motifs, its graceful lines constitute its 
chief charm. 











3. A combination of warm colors gives to 
this geometric pattern an exciting and sophis- 
ticated appeal. Black and dark beige forms 
the background design with the diamond 
squares in red and orange, red and yellow and 
yellow and orange and gold centers. From 
the Whiting-Patterson-Supple Co., Inc., New 
York. 4. From the Hampden Glazed Pa- 
per & Card Company comes this quaint chintz 
glazed number. It 1s an excellent reproduc- 
tion of an Early American decorative motif 
even to the color tones employed. Comes in 

several other color combinations. 
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5. Anembossed metallic number from the 
C. R. Whiting Company, Hackensack, N. J. 
This number ts particularly effective because 
of tts color tone which simulates antique silver 
to a remarkable degree. 6. A conventional 
pattern but delightfully executed from the 
Beekman Paper @ Card Company, New York. 
Comes in white and pastel blue as well as a 

brilliant shade of green and a deep orange. 


7. And for the next holiday season this 
number from the Nashua Gummed & Coated 
Paper Company, Nashua, N. H., with rabbits, 
Easter eggs, spring bonnets and lilies conveying 
the spirit of the occasion. The design is in 
yellow, green and purple on a white embossed 
background. 8. One of the attractive num- 
bers in the Cameo line of McLaurin-Jones 
Company, Brookfield, Mass., which because 
of its delicate shading suggests hand painting. 
Comes in seven soft shades as well as black 

and white. 
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Below: 


Yardley ©& 
Co.’s latest addition to 
its line of lavender per- 
fumed shaving requi- 
sites. The bowl is made 


in England of  pol- 
ished beechwood and so 
shaped that it can be 
held conveniently with 
one hand while the shav- 
ing brush is used with 
the other. The lid is 
made of inlaid wood. 
The bowl comes packed 
in a square dark green 
box covered with an ex- 
cellent imitation of 
leather, and decorated 
only by a gold label. 


ioe: 


Hypreese -; 
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The phenol resinoid cap acts as a measuring cup on the new 
bathroom package for Dag, a recently launched chloride an- 
tiseptic and germicide. The bottle is refillable and mer- 
chandised in conjunction with the larger sized household 
package shown at the left. The bottles are brown, the labels 
red, blue and buff and the cap is of walnut Durez. All com- 
bine to make a very attractive package. 





Below: Another time saver 
for the housewife. No fuss 
for her now when baking 


ginger bread. P. Duff & 
Sons, Inc., Pittsburgh, have 
just introduced their new 
Ginger Bread Mix, which 
only requires adding water 
before batter is ready for 
baking. The container 1s 
simple and attractive with 
an appetizing illustration of 
the baked product in true 
colors. 
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Here’s plenty of fun for the young possessor of this box of 
marbles. Can’t you just see him treasure his precious 
marbles and lordly carry them in the felt bag? The package 
is most attractively covered in velour paper and comes in several 





Right: Just a few sizes 


colors. The pennant trade mark of the Master Marble Co., 
Clarksburg, W. Va., is the only decoration. 





Below: What an age for 
youngsters! To be a child 
again would be a real de- 
light. Gobs of Soap—truly 
an enchanting package. 
This is another fascinating 


er ; : 

and in the special holiday number from the Embree 
we boxes which Weber © Manufacturing Company, 
oe Heilbroner, New York, Elizabeth, N. J. The soap 
- packed the purchases of sailors sit in cute little 
a gift buyers this season. paper rowboats, painted 
There were sizes for all red and white, mounted on 
ch ; ang 

iw types of merchandise wheels. This number comes 
: from garters and hand- in two sizes as tllustrated 
or ; ; , pti 

is kerchiefs to robes. Silver —the lone sailor retailing for 
, Artcote paper was used twenty-five cents, the trio for 
th ; ; 

of for the covering with the one dollar. They proved 
we Christmas design in red ready sellers during the past 





and black. 








holiday season. 
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IDEAS 


By Martin Ullman——— 











’ 


“Subject to change without further notice’’ and business 
are one and undivorceable...whether we like it or not, 
nothing is permanent...nothing can be taken as fixed or 
unchangeable. ..nothing can remain static in these rushing 
times... . Markets change, demand changes... . Consequently, 
there comes a time in every business when ‘‘to change or 
not to change’”’ presents itself as the question... .To make the 
not-to-be-overlooked-package more salable, means change. 

*** 
Many manufacturers believe that designing a package is 
something that happens once in a lifetime.... Most manu- 
facturers, once they succeed in any definite scheme of packag- 
ing, tend to cling to the accepted form. . . quoting its success 
as their sufficient reason. ..and moving from it in any degree 
with the utmost circumspection....Many a business man 
deceives himself for years with the false idea that to change 
the familiar package for a new dress would lose buyers... 
the regular stand-bys... . It’s all in your head, like Santa Claus 
or a haunted house.... More and more business men are 
discovering the sales value of the well-designed package which 
expresses the spirit of the product in the spirit of the day... 
always remember that by appearance, impressions are formed 
that will assist or hinder sales....Every day wreckers are 
busy demolishing buildings, apparently still new. ..which 
no longer earn their keep....It was but yesterday that we 

had only the silent movies and theatres were built for such. . . 
and then came the ‘‘talkies.”’...Autos come and go with 
new models annually.... Magazine covers change weekly... . 
Fashion styles itself anew each season.... Radios broadcast 
new models yearly....Something new. What a magic in 
the new and what an impulse to human curiosity. ..with 
shelves crowded. .. with competition pressing any old package 
won’t do....The day has disappeared, never to re-appear, 
when any old thing...or even anything old...will do.... 
Obsolescence is a persistent competitor....What always 
rests, always rusts. 

**#* 

A recent investigation by me of confectionery packages 
reveals a peculiar uniformity about them....They are of 
monotonous order—elemental and ornamental—and look 
as though they were each in their separate spheres controlled 
by the same mind....They are characterized by a respect 
for convention which amounts to timidity....One wrapper 
being like another, one color like another, one design like 
another....From the 5¢ bar to the $2 box there is far too 
much conservatism....For years they have clung to the 
same old, tame old thing in packaging, in designs and in 
colors until they all look as alike as many beads threaded 
upon a single string....Candy is a product with an every 
day sale. It is packed and placed on the retailer’s counter 
and some benign providence is expected to guard its wel- 
fare....In such a case money spent on its ‘‘dress” is an 
economical proposition. Under present-day conditions, it 
has to be more than sufficiently attractive because the brunt 
of its sales-pull must inevitably fall on the wrapper... .Im- 
pulse rather than planned buying tempts the buyer... .The 
trouble with most confectionery manufacturers is that they 
fail to realize how intensely interesting their products can 
be picturized to the ordinary person....Many are fighting 
their market battles with worn-out looks....Against them 
others are proclaiming through ‘‘picture looks,” distinctive 
quality, distinctive this, distinctive that... .As times change, 
so must packages change with them....Some business men, 
confectionery people in particular, seem slower-witted to 
grasp this clear fact. 
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t 1 3 MAKE-IT-TWO in place of make it do... Busi- 
ness at its best 7s the business of exaggeration, ballyhoo and babbitry 
It takes but the least exaggeration to turn a portrait into a carica- 
ture...It takes but a little bit of an idea to make a great big 





difference in sales ...In particular: Hard candies in glass jars 
are hard to get to. Nowadays people prefer the attractive . . . the 
handier to get to... . and a lot for the least 


money... My idea(A) shows how a pound 
of hard candies can be packaged in 2 glass 
jars which join in one . . . making a larger 
display ... giving the buyer two jars for 
the same price as one as (B) and (C) show 
when separated The boitom of one jar 
makes the stopper to the second. . . the joint 
being neatly covered by a smart looking 
metal or moulded plastic latel... The 
manufacturer through this tdea can offer 
2 varieties in place of one and make each 
look big value . . . Also good for combina- 
tions of olives-pickles . . . varieties of nuts 

. . and a hundred other two-in-one deals. 
.. . Though shown here in triangular form, 
the glass can be made oval, round, rectan- 
j gular, and so on... (Submitted by 

MARTIN ULLMAN, New York) 









































EO 








Copyright 1932 by 
Martin Ullman. All 
rights reserved 
















































































Americans being incurable rubbernecks, are attracted by the eye... . 
The times are propitious for confectionery manufacturers to drop their 
staid and hidebound packages . . . so long associated with the yesterdays 


of plush upholstery . . . and out of the welter of commonplace emerge 
with something new ... . It need not necessarily be anything very costly 
but it should be unusual . . . striking . . . perhaps a trifle bizarre to (1) 


capture the MALE MARKET [more men than women (Department of 
Commerce) buy package candy. . .almost 4 out of 5). . .(2) to gain VA- 
RIETY (by combining materials such as advertising tape with glass***cellu- 
lose with moulded plastics***fancy papers with metal***wood with paper, 
etc.). . . to (3) reduce PRODUCTION COSTS (by using ‘‘re-fills’’ in 
inexpensive wrappings which can be thrown away after opening). . .to (4) 
add VOLUME (by gauging frequent changes in public taste and meeting 
these changes). . . .to (5) convey FRESHNESS (by picture looks). . . .In 
addition to these I add that what are now holiday wrappers will become 





every day wrappers. . .unit sizes will be smaller and more to the pound... 
and the new assorted-size containers will be kept by buyers for other 
uses. .. .By the introduction of more modern presentations, the interest 
is greatly strengthened and the buying public will give the support of 


their custom. . .and that indeed is the touchstone of all business.***** 
© 1932 by Martin Ullman. All rights reserved. 








The ENSEMBLE .. 
inexpensive to do ...a less hackneyed 
physical dress to increase sales... 

Markets fluctuate with public tastes ... Today the astute confec- 
tionery manufacturer has a splendid opportunity of capitalizing the 
modern tendency for small handy packs ... Maybe because of Tom 
Thumb golf... midget radzos...bantam size autos... pocket 
edition books.... The busy business man is busy with details. 
Products are always being improved and the trouble «1th so many is 
that these imbrovements don’t show on the outside packaging. . . 

So many never stop to think how they can improve the PRESENTA- 
TION of their goods. It has always been done that way and as far 
as they are concerned it always will be. They fail to realize how 
intensely interesting their products can be made to look to the ordinary 
person ...A constantly changing package built up on the different 
selling points of the merchandise . . . whose qualities are shown from 
many angles not only attracts attention but pulls its weight by the 
very news interest it conveys ...A dozen years ago the fight_of 
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competition was not so fierce . . . products were not so numerous . . . 
it was sufficient to bring the brand name into the public’s memory to 
achieve the desired result... . 1 Nowadays the position is different. . . . 
Appearance influences sales... Every single prospect has to te 
counted ... My idea of 4 quarters to the pound .. . individually 
wrapped ... uses new materials ... making a tasteful display of 
transparent cellulose and a gay and attractive use of fancy papers . 
placed in ordinary cardboard box ...no cover ... tied with deco- 
rative advertising tape on which the name and brand repeat... . 
When untied only one package is opened, the rest remaining intact 
and clean until used. No diving to the bottom of a chocolate box to 
get at the lower layer....An inexpensive and different kind of 
packaging. ... Tradition doesn’t belong in candy packages... . 
They have to be new, bright and modern and defy tradition. . 
The best usage prescribes that a product should vary its appear- 
ance... . Candy packages should be couched in picture looks which 
convey freshness ...(Submitted by MARTIN ULLMAN, New 
York) 


#1 5 The EYE-APPEAL marks up the 
nickel....It has long been recognized that good 
goods succeed more easily in attractive packages. 
The 5¢ confectionery bar has many competitors, yet 
buying is by voluntary action. Have you ever 
noticed that a package of chocolate or mints or gum 
isn’t eaten at one time? The purchaser breaks off a 
piece leaving the rest exposed to the very elements 
wrappings are supposed to guard against.... My 
idea ts to place a bar of chocolate . . . or any other 
confectionery ...in a bag made of transparent 
cellulose... perforated between pieces... outer 
wrapped in corrugated paper (Billowpack)... 
printing all advertising material on it... . Then it 
is quite easy to break off the desired quantity leaving 
the rest as well kept as when originally purchased. . . 
The outer wrapper breaks off in the same place as 
the inner wrapper and chocolate. Confectionery is 
bought by the public, not sold to it... . on 5¢ turn- 
overs the profit margin limits packaging costs. . . 

Here’s an inexpensive, better way to widen sales . . . 
(Submitted by MARTIN ULLMAN, New York) 
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Upper right: Another foreign product that is 

interesting. An antiseptic stick in a compact, 

colorful phenol resinoid container. Photo cour- 
tesy Bakelite Corp. 


Lower right: A colorful ensemble are these jars 

of cosmetics from Frederick Stearns & Co., 

Detroit. The jars are a deep chrome, labels 

black with accenting colors of red and green, the 

phenol resinoid closure, black. Photo courtesy 
Armstrong Cork Co. 


Upper left: Yardley & Co., Litd., show this 

cream preparation to advantage. This is a 

counter or window display stand of phenol 

resinoid, mottled in color. Photo courtesy Bake- 
lite Corp. 


Left: Johnson & Johnson present for Couettes this 

smart black phenol resinoid container moulded 

by Norton Laboratories. It 1s refillable and 

merchandised in addition to the regular carton 

shown in the background. The parallel lines 

and stars on the cover are in silver. Photo 
courtesy of Dures. 














PEOPLE with even a scattering of gray hair can recall 
the days when grocery stores used the open cracker bar- 
rel, bakeries handled unwrapped bread, cigar counters 
dispensed brittle cigars, drug stores kept well-thumbed 
tooth brushes. Certainly many of these practices were 
unsanitary—certainly all of them failed to deliver the 
product to the consumer in anything like its original con- 
dition. 

We appreciate the magnitude of change by retrospect. 
Now we see clearly the futility of making crisp, clean 
soda crackers only to have them dispensed to the cus- 
tomer dank and fly-specked. We understand that moist, 
fragrant bread and cakes lose caste on standing in a dry 
store and reach the home shorn of their freshness. Today 
we scarcely wonder that the old-time cigar smoker was 
endowed with a virile constitution, for Tom Marshall 
might sooner have said that what the country then 
needed was a better-preserved five cent cigar. And as for 
brush-thumbing, it was but an example of countless 
other disease-spreading practices. Truly those good old 
days had little respect for sanitation! 

It is hard to say how the seeds of a revolution are 
planted. In this case the baker’s wife may 
have complain ed of dry bread from the grocery 
store and her enterprising spouse may have 
cast about for some method of packaging his 
product. At any rate waxed papers began to 
find favor for protecting foods. Manufac- 
turers awoke 
to the realiza- 
tion that the 
quality of 
their goods 
might be su- 
preme in the 
shop but poor 
in the cus- 
tomer’s home. 
Side by side 
consumer de- 
mand and 
commercial 









for testing resistance of 


The Penescope 
grease and other liquids. 


paper to water, 


Protective Wrapping-| 


By Allen Abrams 


ingenuity introduced better ways of wrapping and car- 
toning foods and other products. In more recent years 
clever advertising agencies have made the public aware 
of so many needs, previously unknown, that even today 





Above: Carson Curl Size Tester for testing water resistance 
of paper 
Below: Elmendorf Tearing Tester for determining tearing 
strength of paper 
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we are not fully ‘‘conscious.’’ At least we know vastly 
more about preserving the original freshness of articles 
during the period of sale and consumption. 

But Americans are quick to rush in so that manufac- 
turers and the general public became technically minded 
almost overnight. Too anxious to accomplish results, 
they learned too little of the fundamentals and since some 
needless mistakes have resulted it is proper first to re- 
hearse a few basic points. Take, for example, the fact 
that people talk knowingly about waterproofness and 
moistureproofness, believing them to be the same, when 
later examples will prove that the two may be quite 
different. 

Recall first that water may exist as solid ice, in the 
liquid form as we ordinarily know it, and as a colorless, 
invisible gas or vapor, commonly called moisture. Since 
ice is relatively little met with in packaging problems, our 
first interest lies in the action of liquid water on wrappers 
and cartons. For example, in packaging certain kinds of 
meat it is necessary that the sheet stand up against the 
actual droplets of water which may touch it; if fibre con- 
tainers are likely to 
be exposed to rain 
they should be sized 
to shed water, else 
slippers or lamp- 
shades or whatnot 
may be damaged. 

However, by far 
the major field, in 
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food packaging at least, is concerned with the ability of 
wrappings to resist water vapor or moisture, rather than 
liquid water. Thus, in putting up soda crackers and corn 
flakes the manufacturer is interested in the value of his 
wrapper for keeping moisture out of the package; in put- 
ting up cigars and bread he is interested in keeping mois- 
ture im the package. And so we must have wrappers 
which, like the two-faced god Janus, will work in both 
directions. 

Various methods have been proposed and are in use for 
determining the waterproofness of paper. Several years 
ago the Bureau of Standards investigated 37 ways of test- 
ing the internal sizing of papers! and finally recom- 
mended two as being the most reliable. One of these is the 
Curl sizing test employing the Carson Curl Size Tester;? 
and the other is the dry indicator method which may be 
performed conveniently with the Penescope.* The latter 
method, used in these tests, is performed as follows: The 
sample of paper is covered with the dry indicator mixture 
(powdered sugar plus a dye), a glass plate is then laid on, 
and the assembly is attached to the Penescope. The 
instrument is filled with water at 70 deg. F. and is al- 
lowed to stand until water has passed through the sheet 
and is sufficiently absorbed into the dry indicator mix- 
ture to give it a definite lavender shade. The elapsed 
time is taken as a measure of the waterproofness. 

Now the foregoing method will show how long it takes 

1 Measurement of the Degree of Sizing of Paper, Technical 
Papers of the Bureau of Standards No. 326. 


2 American Instrument Co., Washington, D. C. 
3 Thwing Instrument Co., Philadelphia, Pa. 
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The Vapometer for 
testing resistance of 
paper to the vapor 
of _water and other 
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water to penetrate through paper but it does not neces- 
sarily indicate how strong the sheet will be after it be- 
comes wet. This property is of great importance in 
some cases (as in butter wrapping) and so an additional 
test should be made to compare the strength of the 
sheet before and after wetting. Bursting, tensile or tear- 
ing strength may be used, dependent on the particular 
requirements of the sheet. Bursting, or Mullen strength, 
is difficult to make on certain wet sheets and so the results 
are not reliable. Hence we have employed tearing 
strength using the Elmendorf Tear Tester,’ and tensile 
strength using the Schopper Tensile Tester.° Tests were 
made on the dry paper and also on sheets which had been 
exposed to water for 18 hours at 70° F. 

The technique of testing water vapor transmission 
(moistureproofness) is relatively recent. During the past 
several years the author and co-workers have made ex- 
tensive investigations on this subject, the results of which 
have been reported in a technical article.6 The method 
finally adopted is simple and reliable. It is performed 
by use of the Vapometer,’ an aluminum can having a 
separable ring for attaching the paper tightly to the body 
of the can. 

After 50 cc. of water have been placed in the Vapo- 
meter, the sheet of paper is attached tightly to the top, 
the whole assembly is weighed and placed in a room at 
50 per cent humidity and 70° F. where an air velocity of 
approximately 400 ft. per minute is maintained over the 
can by an electric fan. Since the air inside the can be- 
comes saturated with water vapor, a definite vapor 
pressure potential or gradient exists between the inside 
and the outside of the can. Just as the flow of water 
through a pipe is dependent on the head, so the passage of 
moisture through a sheet depends on this vapor head. 
At the end of 24 hours the Vapometer assembly is re- 
weighed and the loss in weight is calculated as the Water 
Vapor Transmission Rate (W. V. T. R.) in grams per 
100 sq. in. per 24 hours, at 50 per cent humidity and 70° 
F. While the foregoing details are required for accurate 
testing, approximate results may be obtained with some- 
what different conditions. The effect of such factors may 
be studied from the data in the original article. 

The ultimate value of any test lies in its ability to pre- 
dict results in actual service. Numerous experiments 
have been conducted by the author to compare water 
vapor transmission rates with the actual gain or loss of 
packaged materials when exposed to definite conditions 
of temperature and humidity for a certain length of time. 
For example, (a) dry crackers having 0 per cent moisture, 
(b) moist loaves of bread with 36 per cent moisture, (c) 
moist shredded tobacco with 53 per cent volatile matter 
including moisture, were packaged with wrappers having 
different degrees of moisture resistance. These packages 
were weighed and then exposed in a room at 50 per cent 
humidity and 70° F. At the end of twenty-six days they 
were reweighed and the percentage gain or loss charted 

4 Thwing Instrument Co., Philadelphia, Pa. 

5 Foreign Paper Mills, Inc., New York, N. Y. 

6 Abrams, Allen and Chilson, W. A., Paper Trade Journal 91, 


175-80 (Oct. 30, 1980). 
7 Thwing Instrument Co., Philadelphia, Pa. 


against the water vapor transmission rate. In the case 
of the cracker packages (where it was desired to keep 
moisture out) the increase in weight was used, while in 
the case of bread and tobacco (where it was desired to 
keep moisture in) the decrease in weight was used. The 
results in Fig. 6 show that there is a direct relation between 
the two tests and that the proposed method will predict 
what may be expected of a wrapper in actual service. 
(To be concluded) 


New Dorothy Gray Compact 


Most practical and novel is the newest number from 
the Dorothy Gray line, shown in the accompanying 
illustration. This is a square loose powder compact 
with the top of ombre blue enamel. It is filled from the 
back through a little trap door, which is opened by 





pushing a small slot outward toward the edge of the 
compact. The powder is pressed up against the sifter 
plate by means of a little spring underneath. When the 
compact is opened absolutely flat, like a book, the 
powder automatically filters upward. 

This compact comes in three styles, single powder, 
rouge and powder, and triple rouge, powder and lipstick. 
It is most attractively packaged in a pink suede-cloth 
paper covered, hinged container, which has an irresist- 
ible appeal because of its delicacy of tone. This ma- 
terial will greatly appeal, because of its fine texture, to 
women who like to carry their compacts in their original 
boxes so as to eliminate scratching of the compact when 
in contact with other objects. 


q 


Artcote Papers, Inc., of Irvington, N. J., announces 
new gold and silver papers, known as Artcote Boxwrap, 
especially adapted to box work. These papers are pro- 
vided with complementary backs—grey with silver and 
yellow with gold—that harmonize with the display side, 
and are offered at a price in line with the times. 

During the past year the company appointed Theo- 
dore Lax as its sales representative in the Middle West, 
with headquarters in Detroit, and also George Cameron, 
who covers the local territory. The company has built 
an extension to its plant, providing approximately sixty 
per cent additional manufacturing space and facilities 
to handle newly developed products. 
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Open Display Package for Sugar 


To promote the sale of tablet sugar in the Southern 
states, the Savannah Sugar Refining Corporation, 
Savannah, Ga., has introduced a new package for its 
product, Dixie crystals. The merchandising of tablet 
sugar in this territory having made comparatively slow 
prozress, the older forms, such as granulated, being in 
much greater favor, it was the opinion of B. A. Oxnard, 
Jr., sales manager for the company, that if 100 per cent 
visibility could be obtained in the package, the sale of 
tablet sugar would be greatly stimulated. Such a pack- 
age was designed by the Robert Gair Company, con- 
sisting of a blue paperboard tray, carrying the com- 
pany’s trade mark “Dixie Crystals’’ in a red shield on 
the sides, as illustrated below. The tablets are packed 
in this tray and then the entire tray and contents 
wrapped in transparent cellulose. 

At the same time, the entire Dixie line of packages 
was redesigned. Formerly the company’s packages car- 
ried blue and red printing on a white carton. These car- 
tons soiled quickly and in restyling the packages, a 
change was made to a colored background with letter- 
ing in contrasting colors. The same general style and 
appearance has been retained but the copy is simplified 
and the entire package more attractive and readable. 

While it was necessary to maintain a certain uni- 
formity in the appearance of the cartons, it was found 
possible to have separate colors for each different 
product in the line. Granulated sugar, therefore, is 
now packed in a rich blue carton in two- and five-pound 
sizes, with red and white lettering. Light brown soft 
sugars are packed in a vivid yellow carton and the dark 
brown sugars are’packed in an attractive brown. The 
most pronounced change is in the cutting down of copy 
on front and back and the changing of the copy on 
the sides to read vertically for greater convenience. 








Interesting Carton for Shoe Polish 


Everett & Barron Company, Providence, R. I., 
manufacturers of polish for all types of shoes, spare no 
expense in the manufacture of its cartons. The accom- 
panying illustration shows three of its products, pack- 
aged in different type containers, but all incorporating 
the same design, shape and size carton. The interest- 
ing feature of these packages is the embossing work 
employed on the front side. The shoe, narrow band 





and trade name are embossed in white which, against 
the mottled cerise background of the carton, is given 
added visibility. This mottle effect is obtained by a 
marbleized design in a fine black screen and, in addition 
to enhancing the color scheme of the carton, protects 
the color from fading. 

Noticeable is the fact that very little reading matter 
appears anywhere on the Glacé carton; the trade name 
and the use of the product being given preference. On 
the reverse side the product name covers half the space. 
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At the left: The redesigned packages for Dixie sugar which have retained the general style and appearance of the 


former packages but are more simple. At the right: 
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The open display package for Dixie tablet sugar. 

















Reduced Rail Fares for Packaging Show 


Arrangements have been made with railway pas- 
senger associations to grant reduced fares to individual 
members and representatives of company members of 
the American Management Association attending the 
Packaging Conference and Exposition in Chicago, 
March 7 to 12. In order to secure this reduction, it 
will be necessary for at least one hundred of those 
attending the conference to make applications in the 
form required by the railroads. 

A certificate must be secured from the ticket agent 
when purchasing a one-way ticket to Chicago on the 
following dates only—March 3 to 9 inclusive. Im- 
mediately on arrival at the conference, holders of cer- 
tificates should present them at the registration desk 
for validation by authorized agents of the American 
Management Association and railway passenger asso- 
ciations. 

If one hundred certificates are validated, the holders 
will be entitled to purchase return tickets up to and 
including March 16 at one-half regular fare provided 
the return trip is made over the same route taken in 
traveling to Chicago. Tickets so purchased will be 
good for return passage to reach original starting point 
within 30 days from the date of the going ticket as 
recorded on the certificate. Those interested should 
secure complete details from the American Manage- 
ment Association, 20 Vesey St., New York, N. Y. 


q 


Extension of activities of the Frozen Foods Associa- 
tion of America by the formation of an equipment 
division is announced. The new division has opened 
an office in the United Artists Building, Detroit, 
Mich. Seven of the leading refrigeration manufac- 
turers are primarily responsible for the establishment 
of the equipment division. Copeland, General Elec- 
tric, Kelvinator, Norge, Servel, Universal Cooler and 
Westinghouse have joined the Frozen Foods Associa- 
tion of America, and have made it possible to under- 
take an extended program of industry development 
Membership in the division is offered to a selected list 
of companies identified with the frozen foods industry. 





Unique Holder for Packages 


The “Y” Tube Tray Company, New York, are the 
manufacturers of the handy household accessory shown 
below and bearing the same name as the company. 
It is simply and practically constructed to hold tubes 
of shaving cream, cold cream and toothpaste in an 
Placed either in the medicine chest 


upright position. 





or on the washstand this practical tray will greatly 
help keep the cabinet or bathroom in order. 

The tray is made of chrome nickel with rubber 
treads on the bottom and is six inches long and 1'/2 
inches in height and width. In the center is a ‘‘Y”’ 
shaped groove into which the tubes are inserted. As 
the contents of the tubes are used, the end is folded 
and placed in the groove. 

With so many products packaged in tubes, the ‘“Y”’ 
tube tray will also serve the purpose of locating the 
product with no loss of time. 


The Paul M. Adams Company 
of Baltimore, Md., manufacturer 
of paper specialties, is distributing 
a new line of tissue paper in 
attractive wrappers, one of which 
is shown in the accompanying 
illustration. This consists of 
a transparent cellulose wrap, 
printed in four colors and gold. 
This wrap enables a showing of 
the tissue beneath so that the 
colored tissues are well displayed. 
The wraps are executed by Shell- 
mar Products Company. 
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Packaging for the 
Private Brand Trade 


By Waldon Fawcett 


WELCOME OR NOT, the 
private brand proposition is 
about the most formidable po- 
tentiality of today and to- 
morrow in the entire range of 
packaging activities. Opinions 
may differ sharply as to the 
economic aspects of “packaging 
by proxy.”’ There may even be 
room for debate on the ethics 
of ‘‘own label’ merchandising. 
But, surely, no clear-eyed ob- 
server can mistake the plain signs which betoken a dis- 
tinct trend to private branding in almost all the com- 
modity lines packaged in retail units. 

Perhaps no good purpose will be served by trying 
to catalog the various causes that are contributng 
to this drift to packaging under private trade marks, 
other than to say that in some of these causes may 
be found explanation of the universality of the trend. 
For example, the rise of the chain store has supplied 
a considerable incentive. Not only because the chain 
systems have sought to capitalize their power by 
introducing private brands. But likewise because 
the voluntary chains, and even independent retail 
stores, have been driven to try to keep up with the 
chain Joneses in this respect. 

Granting that private branding is a coming rather 
than a going factor in packaging, it may be well worth 
while for business executives to consider certain erst- 
while neglected aspects—angles which must neces- 
sarily be studied from the inside rather than from the 
outside viewpoint, has heretofore been the 
chief observation point. The issues which do not 
seem to have been fully or squarely met are those 
which concern not the when-why-how of private 
branding but arise rather out of the question: To 
private brand or not to private brand? And other 
riddles of policy rather than of practice in private 
branding. 

Much has been written, and to good purpose, on the 
technique of private branding. Prospective exploiters 
of house-marks and ‘“‘store specials’’ have been told 
how to choose a private brand; how most effectively 
to apply it to the package; and how to set about 
conserving it for exclusive use, nationally, regionally, 


private brand” 
manufacturers 


aspects of 


which 
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“To private brand or not to 


uppermost in the minds of many 
who distribute 
packaged products. 
this situation are dis- 
cussed frankly, and from varied 
angles, in this thoughtful contri- 
bution by Mr. Fawcett. 


or locally. But there has been 
surprisingly little discussion in 
the public prints, in trade asso- 
ciation conventions, or else- 
where, of the balance sheet of 
private branding as an insti- 
tution. What are its assets and 
liabilities? What advantages 
and disadvantages does it pos- 
sess to beckon one manufacturer 
and repel another? Is_ the 
private brand, as a_ factory 
by-product, differently positioned in the case of an 
old established producer as compared with a newcomer? 

To realize the need for care and foresight in formu- 
lating packaging policies that involve private branding 
it is necessary to recognize the fact that a rapidly 
growing proportion of America’s total output of private 
brands originates in plants that also produce factory- 
brands or manufacturers’ brands, so called. In other 
words, the private-brander-to-the-trade is still with us, 
and going strong in some lines, but he is being out- 
numbered and overshadowed by the manufacturer 
to whom private branding operations are an incidental 
rather than a primary source of volume and of revenue. 


is a Question 


Several 


At the earlier stages of private branding, the broad 
questions of policy were not so selective nor contro- 
versial, because the bulk of the business was in the 
hands of the free-for-all outfitters. The private- 
brander-to-the-trade did (and does) devote his entire 
plant and energies to the production of private brands 
for as many different clients as he may muster. Nothing 
is put out under his own name and his sole consideration 
is the satisfaction of his distributor-customers. Nor 
does it affect his singleness of purpose whether he has 
his own stock items which he sells on sample to different 
marketers in non-conflicting territories, or whether 
he manufactures specially to the specification of a 
private brand owner. For the average private- 
brander-to-the-trade the only worry is the stress of 
competition in terms of quality or price, or both. 

Much less simple are the program problems of the 
manufacturer or producer who is attracted to private 
branding, or forced to it, as a means of keeping his 
plant operating at profitable capacity. And just 
































A> 
















Cincinnati Tube Filler @ Closer 


MACHINE that saves By the new Kiefer “Impacta” 
[ \ you a definite number method of filling, tubes are 
_ of dollars every day you filled solidly free from air 
use it. Closes your tubes with- bubbles. No smearing or 


out clips. Gives you a safer, 
better closure without all the 
expense and nuisance of clips. 


Figure up what that would 
mean to you each year. These and the many other 


great advantages of this ma- 
chine can not be told in a 
few words. Write for book- 
let. A number of machines 


stringing of product—no 
troubles or extra work of 
wiping. 


The tube is folded over twice 
in two accurate uniform folds, 
then the corners are turned 
back, giving a perfect lock 


finish. Increased length of in daily use are repaying own- 
tube not required for the Kiefer ers handsome dividends on 
Clipless Closure. their investments. 























Automatic Rotary Bere 
Bottle Cleaner | 


OR cleaning bottles at a 
saving of labor—time— 
space. 


The modern method for the 
modern plant, where glass is 
scheduled for continuous con- 
sumption. We make a complete line of 
equipment for cleaning bottles 
by every known method— 
blowing—rinsing—rinsing and 
sterilizing—rinsing, sterilizing 
and drying. 


of the bottles into filling ma- 
chine. One operator. 


Compressed air has been 
used for cleaning bottles for 
years by a number of manufac- 
turers of highest quality prod- 
ucts, with indisputable success. 


With the new Kiefer Auto- 


matic Rotary Bottle Cleaner, 
up to 120 bottles a minute can 


be cleaned. Direct discharge The KARL 4 | EFER MACH INE CO 
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here, by the by, is a prime secret of the recent tre- 
mendous spurt in private branding. Faced by the 
post-war dilemma of overproduction, or undercon- 
sumption, many a manufacturer has asked himself 
whether his best means of escape might not be found 
in some species of private branding which would 
enable him to tap markets not previously open to him. 
Next to the dream of finding new uses for a standard 
product, there is nothing so tempting as a vision of 
entry into distribution channels previously closed. 
Assuming that private branding (at least in the 
beginning) is a subsidiary activity to dispose of surplus, 
the manufacturer finds himself, at the start, at a main 
cross-roads. Will he put out his standard product 
under private brand, perhaps cheapening the package 
a bit and possibly shading the price slightly, to catch 
a new public? Or will he produce, separately, for 
the private brand operations, a new product, frankly 
of lower grade and marketable in a cheaper package 
at a considerably lower price? Always, of course, 
the manufacturer must ponder these questions with 
an eye to the preservation of whatever of reputation 
and good-will he has in his entrenched leader or line. 


A third alternative presents itself in this same con- 
nection and is receiving increasing attention from 
producers of both staples and specialties. This last 
angle contemplates the employment of the private 
brand as a “‘fighting brand.’”’ The strategy has obvious 
appeal in the case of a nation-wide operator who is 
called upon to combat, by price matching or otherwise, 
spasmodic outbursts of local competition, here and 
there. But there is also a mission for the private 
brand as a foil for the maker’s own factory brand. 
There are some folks so constituted that, instead of 
following the crowd, they combatively or, for the sake 
of individuality, insist upon doing the opposite in 
their buying. Out of this perversity, they simply 
will not buy the popular favorite or dominant brand, 
if they can lay hands on anything else that is satis- 
factory. The private brand dodge enables the manu- 
facturer to get the business of these rebels against 
convention. 

Finally, the third alternative, which makes a wedge 
of the private brand, embraces that very important 
flank movement wherein the pet label package is 
made the medium of competitive advantage. In 
these days of hectic rivalry in selling, the secret ambi- 
tion of the average distributor is to secure as many 
items as possible on which he will be free from compe- 
tition. Thus may he dodge, to a certain extent, the 
terrors of price competition. More to the point, he 
has talking points in goods that he can personally 
recommend and vouch for, secure in the knowledge 
that a converted or half-converted customer cannot 
slip away and get the same thing at another store. 

The private brand satisfies, as nothing else, this 
itch for the competition-proof leader or ‘special.’ 
In effect, it confers upon the distributor an exclusive 
agency. But, alluring as is this technique as a vol- 
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ume-sweller, it leads the manufacturing-packager into 
devious paths. Or may do so unless he watches his 
step from the very start. An exclusive agency has 
its complications, under any circumstances. And it 
is easy to understand that the responsibilities are 
complicated when the deal involves the stocking up 
of the distributor with a considerable quantity of 
goods under his own imprint. However, this private 
brand bait is the one antidote which has proven 
effective against the current fad for short ordering or 
hand-to-mouth buying. Manufacturers hungry for 
turnover cannot be blamed for seizing upon it. 


Foremost of the slippery spots which must be 
negotiated by the manufacturer flirting with private 
brands as vehicles of exclusive representation is that 
which involves ownership or control of the private 
brand itself. The conventional conception of the 
private brand, as originally accepted in business 
circles, was that of a privately coined nickname evolved 
by a merchant or other distributor for use on goods 
“specially manufactured” or “specially packed” to 
hisorder. Title to the private trade mark, if registered, 
was vested in the distributor and the authorized use 
by the contractor-manufacturer upon such goods as 
were made to his order. That system yet prevails to 
a considerable extent. It is the only baiss on which 
the large mail-order houses and the big chains will 
do business when they negotiate for private brand 
production. Indeed, this sort of ownership in fee 
simple at the source is essential if the chain is ever to 
do—what so many aspire to do—expand brands that 
start as local private brands into national brands. 

Manufacturing packagers have come, in most 
instances, to have no enthusiasm for this system of 
delegated control. Their dissatisfaction has been 
grounded in not a few instances upon sad experiences. 
Disputes have arisen between distributor and con- 
tractor as to the ownership of a brand operated on 
shares, so to speak. Hard feelings have been en- 
gendered when a manufacturer thought he had a right 
to borrow a customer’s brand for use in territory 
beyond the reach of that customer. Manufacturers 
have been peeved, too, after putting in hard licks to 
invest a private brand with quality reputation they 
had to stand by and see the brand owner transfer 
his contract to a rival where the price is shaved be- 
cause of no development work to be charged off. 

All in all, the majority of manufacturers who use 
private brand business as either a cane or a crutch 
have been trying to get away from the proxy role, 
pure and simple. And they have to a considerable 
extent succeeded, although the solution is involving 
them in added responsibilities of their own. The 
manufacturer’s ideal, new style, is ownership of the 
private brands he sponsors and the licensing of those 
brands to distributors. If the distributor has his own 
formula and merely wants the loan of a brand, the 
manufacturer may charge him royalty. More often 
the private brand is a bonus (Please turn to page 70) 








RIEGEL’S GLASSINE 


The largest glassine mill in the country offers you superior 
quality, low price, and fast shipment from stock. Whether 
it’s super-transparent, embossed, colored, waxed or 
grease-prootf — always write to Riegel for: 


QUALITY — PRICE — _ SERVICE 
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FEW FEW 
GRADES USES 


CANDY, PACKAGE WRAPS 


COBWEB EMBOSSED | DOILIES, BOX LEAVES 


| CORRUGATED PADDING 
- BOTTLE WRAPS, LINERS 





OXBLOOD ' MEDICINES, CANDY 
CRACKERS, BACON, 
RIEGELITE CAKES AND CANDIES 
THE MOST TRANSPARENT 
RIEGELINE GLASSINE MADE 
A MOISTURE-PROOF CARTON 
LINER FOR CEREALS, 
CELOWAX SUGAR, ETC. 
FOR BUTCHERS, BAKERS 
GREASE PROOF AND MEAT PRODUCTS 
COLORED GLASSINE 
FOR EVERY PURPOSE 
ONYX IN SEVEN SHADES 


Superior Products of 


RIEGEL PAPER CORPORATION 
342 Madison Avenue, NEW YORK 
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The Executives of more than 


32 INDUSTRIES 


VER 9000 executives in these industries read 

MODERN PACKAGING. They represent all large 
users of packaging supplies and equipment—the most 
important groups selling through retail channels. These 
manufacturers are well rated, having a minimum 
average of $100,000 capitalization. 


They are the cream of the market for manufacturers 
catering to the packaging field. Statistics show that of 
50,000 concerns packaging their products, less than 
10,000 do 90% of the packaging. 


MODERN PACKAGING reaches over 500 influential 
advertising agencies that handle the accounts of con- 
cerns who use packaging supplies and equipment in 
preparing their product for the market. 


MODERN PACKAGING is the outstanding publication 
in its field. With its large, concentrated circulation, it 
is offering greater value to its advertisers than ever 


before. 


There never was a better time than now for bringing 
your product—packaging supplies, machinery and equip- 
ment—to the attention of active manufacturers through 


MODERN PACKAGING. 


Write for booklet, ‘Selling Those Who Sell with 
Packages.”’ 


MODERN PACKAGING 


Published by Breskin & Charlton Publishing Corporation 
11 Park Place, NEW YORK, N. Y. 
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MACHINERY — SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


New Cigar Banding and 
Wrapping Machine 


A new automatic cigar banding and wrapping ma- 
chine, which is a combination machine eliminating a 
separate banding unit, wrapping unbanded or banded 
cigars in transparent cellulose from a roll or applying 
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New cigar banding and wrapping machine which elimi- 
nates separate banding unit 


the band and wrapping cigars from a plain roll of trans- 
parent cellulose is announced by the Arthur Colton 
Company, Detroit, Mich. 

Specifications of this machine are as follows: 
pacity, 50 cigars per minute; floor space required, 58 
in. x 20 in. x 4 in. high; power required, */, hp.; net 
weight, 900 Ibs.; gross weight, 1300 Ibs.; boxed for 
export, 1425 Ibs. 

The cigars are placed in the automatic feed hopper 
on the right hand side. From this, they advance side 
by side to the wrapping station. The bands are placed 


Ca- 
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in a magazine at the front and, after passing a wiper 
which moistens the adhesive, are fed automatically to 
the proper position over a sheet of transparent cellulose. 
They are pressed on the sheet which together with the 
band goes into the correct position to wrap the cigar. 
Wrapping is accomplished and the ends of the wrapper 
are turned over and under and heat sealed. The 
lengthwise seam is also heat sealed and the cigar ad- 
vances to the delivery end. They maintain correct 
position to permit the packing operator to fill them a 
row at a time into the boxes. The cigars will arive at 
the delivery end in rows so that each cigar in the fin- 
ished box will be in the same position as it was 
in the box from which it was fed into the 
automatic hopper on the wrapping machine. 
When plain transparent cellulose wrapping is 
desired, without banding, no change is neces- 
sary except removing one nut and cotter pin. 

The cigars move through this machine side by side 
ina straight path. There being no change in direction, 
transfer fingers, causing excessive cigar breakage, are 
eliminated. Loss of production, through subsequent 
shutdowns, requiring mechanics’ time for repairs and 
adjustment, is minimized. 

The machine is said to be adjustable for all cigars up 
to six inches in length by merely changing a pair of 
jaws. These jaws are the only extra parts required. 
All other adjustments are provided for in the design of 
the machine and are readily accessible. 


New Rotary Tablet Machine 


A new rotary tablet machine has been placed on the 
market by the F. J. Stokes Machine Company of Phila- 
delphia. This machine, shown in the accompanying 
illustration, is known as the Stokes ‘‘B-2’’ model and 
replaces the well-known Stokes ‘‘B”’ rotary machine. 
Besides retaining that model’s capacity for both rapid 
and accurate production, the latest machine embodies 
numerous new features, making for greater cleanliness 
and convenience as well as more efficient and more 
economical operation. 

These improvements, which have grown out of the 
close contact which this manufacturer has maintained 
with tablet makers for the past 36 years, include the 
complete housing, by means of hinged guards and 














Now! +--+ a machine 


that wraps packages in a 
wide variety of sizes 




















WRAPS ANY VARIETY OF SIZES 


WITHIN THESE LIMITS 





HIS new machine wraps packages in a 
remarkably wide range of sizes. Can be 
equipped to handle either Cellophane, 
printed wrappers, waxed paper or glassine. 



































Registers the printed design on the package, 








and also attaches end-seals, if desired. It is 
built for sheet or roll feed, depending upon 
the type of wrapping material selected. 

Has unusually high speed, considering the 
type of wrapping it produces. You can count 
on at least 75 packages per minute, and on 
moderate sized packages its speed can be 


veyor—a saving in floor space. It also pro- 
duces a more secure seal. 

Send us samples of the packages you want 
wrapped, telling us the kind of material you 
use, and we will be glad to give you a definite 
quotation. 


increased. : ’ 

The sealing process has been speeded up Get in touch with our nearest office. 
by the introduction of heating plates on the PACKAGE MACHINERY COMPANY 
discharge conveyor for Cellophane wrapping, Springfield, Massachusetts 
and water-cooled plates for waxed wrapping. — ee Chicago Los Angeles 
This has made it possible to shorten the con- London: Baker-Perkins, Ltd. 
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PACKAGE MACHINERY COMPA 


Over 150 Million Packages per day are wrapped on our Machines 
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covers, of the driving mechanism, bearings, worm box, 
punches, pressure rolls and cams, which protects these 





Dust Guards for Upper 
Punches, Pressure Roll, 





Bearings And 
Drive Mechanism 








Die Screw Holes 
Covered By 
Gear Guards 








Improved Worm Lubrication} 
And Accessibility 








Weight 
Adjusting Handwheel 








Self Locking 
Safety - Pressure 
Adjustment 








Spring 
Instead of Weight 











parts from dust. 
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The die table is provided with a 


shoulder which prevents dust from lodging in the die 
screw holes, while dust creation is kept to a minimum 


by a dust-collecting nozzle at the point of compression. 
An improved feed frame, easily kept level, may be 





Dust Suction Nozzle 
At Compression Point 








Hinged Gear Guard 
Readily Opened 
Unnecessary toRemove 
Feed Frame or Hopper 








New Cam Arrangement 
Minimizes Capping 
And Reduces 
Part Wear 








Adjustment 
For Using 
Short Punches 








Improved 
Shifter & Clutch 
Mechanism 











Pressure 
Adjusting Handwheel 








new Cams. 


left in place when the hinged gear-guard 
is open or while the lower punches are 
being removed. The hinged guards are 
easily opened by hand for inspection, 
cleaning or removing the punches. 

An easily adjusted handwheel with 
a self-locking thread gives a fine con- 
trol of pressure on the safety release, 
in which a spring replaces the weights 
formerly used. A calibrated thread 
facilitates the setting of the proper re- 
lease pressure for various tablet diam- 
eters, which eliminates the possibility 
of breaking small diameter punches. 
The use of the spring instead of the 
weight protects the lever system from 
damage sometimes formerly caused by 
unusual motion of the weight. Operation 
is further facilitated by an improved 
clutch and shifter mechanism. 

It is important to note that granula- 
tions having a tendency to cap can be 
handled much more satisfactorily in 
this new machine because of the new 
cam arrangement which lets the upper 
punch rest on the tablet during the 
first part of the ejection. Smooth 
ejection and reduced part wear also 
result from the easier slopes of these 
Economy is further promoted by an 


adjustment which allows the use of punches which 
have been shortened by refacing. 





Automat Packaging 
Machine 


Certain changes have been effected in the specifica- 
tions of the Automat packaging machine, manufactured 


by the Automat Molding & Folding Company of 


Toledo, Ohio, which was illustrated and described in 


the August, 1931, issue of MODERN PACKAGING. 


The 


sizes obtainable, shown in relative proportion in an 
accompanying illustration, now range from 1 in. x 2 in. 
x '/,in. to 4 in. x 4 in. x 9'/2 in. as compared with 1 in. x 
lin. x 2in. to2in.x 2in.x6in. Floor space occupied 
is 43 in. x 45 in., and the motor used on the present 
machine is */,; hp. instead of '/2 hp. 





Variety of material and range of sizes packaged on standard model of Automat packing machines 
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Difficult Labeling 
Successfully Done 


with the McDonald All-Around Labeler 


PPLYING fully gummed labels all around the body of bottles is 
one of the most difficult of labeling operations. Yet the McDonald 
All-Around Labeler does it with a perfection and speed that gives joy 
to production managers. At the rate of 60 bottles per minute, the 
labels are applied in a thoroughly clean, accurate, permanent manner. 


Like all McDonald Labeling Machines it is designed on the straight- 
line production principle, which has proved to be the most efficient one. 


May we tell you more about this All-Around Labeler, how it has 
solved the labeling problem for scores of manufacturers making 
nationally known products and how it can help you to get increased 
output and better labeling—at lower costs? 


- McDONALD - 
; EERING CORP. 


220 VARET STREET. BROOKLYN, NY. 


LOS ANGELES LONDON CHICAGO 
443 So. San Pedro St.--------- Windsor House, Victoria St. $.W.l-------- 112 Merchandise Mart 
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Novel Doily Assortment Package 


Packette is the name of a new product which is doing 
double duty for the Milwaukee Lace Paper Company, 
Milwaukee, Wisconsin, manufacturers of lace paper 
products. Packette is a counter display as well as a 
convenient package. It gives the retailer a complete 
assortment of an item which formerly he had to stack 
inside his display cases or on his shelves, requiring far 





The new Packette counter display for doilies which saves 
the retailer shelf space 


more space with less display than the Packette now 
gives him. It also is an automatic reminder to him 
when his stock is getting low. 

It is stated that paper jobbers have accepted the new 
package readily because the Packette affords a unit sale 
that is easy to handle, to shelve, and to ship. Jobbers’ 
salesmen can use it for quicker sales, instead of having 
to pick a large variety of samples for an individual order. 

Each contains six dozen envelopes of doilies. These 
are in two groups: The front section of the package con- 
tains envelopes in which all doilies are the same size. In 
other words, there are forty 5-inch doilies in an envelope, 
etc. The back section of the cabinet contains doilies of 
assorted sizes—two 12-in. doilies, ten 8-in., and ten of 


the 6-in. size. Envelopes of this kind are in demand for 
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bridge parties, luncheons, teas and other forms of enter- 
tainment. Women use the larger doilies for center 
decorations and the smaller doilies for place mats and 
in food service. 

The Packette is cleverly designed so that each size 
doily 1s visible to the purchaser. Packettes are offered 
with either colored or white doilies. Thus, the retailer, 
by having a package of each, can confine his stock to a 
minimum, requiring considerably less counter space than 
ever before. 


Hand Tool for Sealing 
Waxed Paper 


Shown at the bottom of this page is the new and novel 
tool brought out by Hires, Castner & Harris, Inc., 
Philadelphia, to meet the growing demand for a hand 
operated tool by the users of waxed paper and cellulosic 
materials which are adaptable to heat sealing. 

The heat generated in this tool is controlled by a new 
method of constant heat dissipation and may be regu- 
lated approximately, anywhere between the limits of 
175 deg. and 250 deg. Fahrenheit. The adjustment is 
accomplished by loosening a screw and sliding the heat 
valve forward or backward. 

The tool comes equipped with two sealing elements, 
one a knurled roll and the other a flat bar 4 in. long. 
The knurled roll embosses the material at the same time 
it seals it, and opens up a field of individual identifica- 
tion on the wrapping of a package. In other words, 
in place of the knurling on this roll, a trade mark of the 
individual manufacturer can be engraved, either on the 
face of the roll or on the face of the flat bar, so that an 
identifying mark can be imprinted on the material 
simultaneous with the sealing of the package; this ap- 
plies mostly to cellulosic materials. The tool has been 
scientifically designed for balance so that the operator 
does not become fatigued from handling it. Changing 
sealing elements is only a matter of removing a screw 
in the end of the tip and substituting either one of the 
elements in the same place. 

The electrical rating of the tool is 110 volts, either 
alternating or direct current, and a consumption of 50 
watts. 


The new hand operated sealing tool 
for use on wax paper as well as on cel- 
lulosic materials adaptable to heat seal- 
ing. Control of the required heat is 

obtained by a new method. 
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your product must be modern to meet present day demands. Don’t handi- 
cap your salesmen with an old fashioned, uninteresting, poorly designed 
package. Color lithography on metal is not so costly... and with its added 
advertising value... its new sales appeal... and colorful distinctiveness... 
it pays for itself over and over again. Heekin Color Lithography on metal is 
well known... reproducing any color... in any shade... and blending them 
perfectly to last as long as the metal itself. Heekin Lithographed Containers 
may be specified in any shape or form. Don't handicap your salesmen with 
an 1895 package... let a Heekin representative help solve this problem. 


THE HEEKIN CAN CO. CINCINNATI, O. 
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New Hudnut Packages Attractive 


Following the presentation of its new Gemey cos- 
metics which have proved popular sellers, Richard 
Hudnut recently added two new numbers to this line, 





a Gemey compact and a combination package of 
Gemey perfume and atomizer, which are packaged and 
constructed along the-same beautiful lines which 


marked the initial presentation. The family resem- 
blance is so closely held together by the use of the same 
design and colors, no mistake could possibly be made 
in identification. 

Another charming and truly beautiful number which 
made its debut at the same time 
is this company’s LeDebut com- 
pact in two styles. 

Both of these, shown in the ac- 
companying illustration, are artisti- 
cally designed for evening and day 
use. The beauty of the product, 
which in both styles comes in green 
and white and black and white, is fit- 
tingly dressed in containers that 
are the last word in smartness and 
simplicity. Two containers are 
used. The first, handsomely lined 
with white moiré, similar to jew- 
elry cases, is attractively covered 
with a fabric that simulates gen- 
uine leather. It has a _ hinged 
cover which is closed by a snap. 
This fits into a second or outer 
protective container but, unlike 
the usual fibreboard carton in 
general use, is covered with a quaint diamond 
dot motif paper whose prominent color identifies the 
color of the compact. 





Keys Packaged in Separate Container 


The Master Lock Company, Milwaukee, Wis., are 
using a unique packaging method to foster sales on its 
new “‘Secret Service’ padlock. 

Many improvements have marked the designing of 
packages for Master padlocks in recent years but none 
has been as attractive or convenient as the one shown 
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in the accompanying illustration. With the new pack- 
age the nuisance of digging loose keys out of tight 
quarters or shaken out with the padlock is eliminated. 
The two keys with each Secret Service padlock are 
packed in what the company calls its Lift-Out Key 
Case. This is a holder made of cardboard which fits 
into the space ordinarily wasted between the shackle 
and the carton. As the illustration shows, the keys 
are held firmly in _ place _be- 
hind a cardboard strap. They 
can be lifted out or put back 
without disturbing the padlock or 
inserting the fingers in the carton. 
Like the carton itself and the 
counter display carton, shown at 
the right, which holds six indi- 
vidually packed padlocks, the key- 
case is printed in four colors, which 
according to the company is the 
first time four color printing has 
been used for padlock cartons. The 
background of the carton, as well 
as the counter display and key 
case, is blue with the lettering in 
yellow and orange, the figure in 
black. The reverse side of the 
carton illustrates in actual size the 
construction of the padlock. 
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CovuLp YOUR FILLERS 
do this Job? 


UICKLY, accurately, cleanly, the 
wide variety of “Farmers Pride” 

























products goes into an equally wide 
variety of containers with the help of 


Stokes & Smith Universal Fillers. 





Changing from one container to another of different 
size or style is but a few minutes’ work. And each 
time the auger feed of a Stokes & Smith Filler puts a 
measured or weighed portion of “Farmers Pride” 
merchandise into its container, there is a definite, 
measurable cash saving. 


Accurate, S & S Fillers prevent over-filling, save the 
loss of goods that are sold but never paid for. Clean, 
S & S Fillers prevent drip or spill, waste or unsanitary 
working conditions. Fast, each Filler does the work 
of several experienced hand operators. Flexible, 
S & §S Fillers will fill almost any container with al- 
most anything. 


Details and specifications will be 
gladly furnished upon request 


STOKES & SMITH CO. 


Filling Machines Carton Sealing Machines 
Wrapping Machines 
FRANKFORD, PHILADELPHIA, PA. 
British Office: 23 Goswell Road, London, E. C. 1 
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AN ADHESIVE FOR EVERY | 
MACHINE OR HAND OPERATION |: 





ROLL CALL! 


Yearly we go over our list of 
customers and find that more 
and more manufacturers are 
turning to 





“TESTED” 


ADHESIVES 





The reason is obvious....for 
by using Mikah Adhesives, 
they are sure of getting the 
same necessary results and 
production economies year 
in and year out. 


Eliminate some of your pro- 
duction worries....be present 
at our next roll call. 


| NATIONAL | 
| ADHESIVES | 


CORPORATION 


Home Office—820 Greenwich St., New York 


| 1940 Carroll Ave., Chicago—883 Bryant St., San Francisco 
f| 15 Elkins St., Boston—1305 Germantown Ave., Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


Sales Offices in all principal cities m 
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Packaging for the 
Private Brand Trade 


(Continued from page 58) given to the signer of a 
sizable contract. Especially is this apt to be the 
case when the distributor accepts, under assigned 
private brand, a stock article made according to the 
manufacturer’s specifications. 

On the face of it, the last outlined recipe for private 
branding seems to leave the manufacturer sitting 
pretty, with a bevy of private brands that bring him 
business automatically. But it is not entirely a 
bed of roses. The system involves the nurseryman 
of private brands in a considerable amount of book- 
keeping and detail. Care must be exercised in the 
negotiation of contracts with distributors to cover all 
the details of brand transference and particularly 
the duration of the brand use and the conditions that 
are to obtain in connection with repossession. For 
his part, too, the manufacturer must needs carry on 
more or less market investigation all the while in 
order that he may make sure that there shall be no 
overlapping of distribution under duplicate brands. 
Yet again, he has to be ever on the watch lest there 
be such use, at second hand, of a cherished private 
brand as will transform it, in public understanding, 
into a grade-mark or quality-label and thus remove 
it from the sole possession of its originator. 

The question of signatures on private brand goods 
is looming larger year by year. In the beginning, 
there was no thought but that, whatever the brand 
name used or its actual ownership, no partnership nor 
corporation title should appear on the package save 
that of the distributor. That is yet axiomatic with 
the large distributors of private brands. Chain 
systems, wholesalers and jobbers and even the large 
volume retailers, as a rule, will not tolerate any signa- 
ture but their own. But, gradually, in some quarters, 
manufacturers are making headway with their fight 
to win a foothold on the private label for the name and 
address of the actual producer. In some instances 
the manufacturer has to be content with a hyphenated 
hook-up of the names of maker and seller. But even 
so much is a gain. There are several reasons for the 
swing of policy, aside from the persuasion of the 
manufacturers. 

For one thing, there is the entry into private brand- 
ing of not a few manufacturers who have magnetic 
reputations of their own. Usually a shrewd dis- 
tributor is only too glad to publicly confess an alliance 
with a time-tried manufacturer whose prestige will 
enhance his own. A second inducement to the dis- 
tributor to allow the manufacturer a name plate on 
the private label is the resultant simplification of 
merchandise adjustments and replacements. The 
dealer may have every confidence that the contractor 
will make good on defects of material or workmanship 
and yet be more than willing that such restitution be 
obtained by the consumer direct from the factory. 
In one industry—the canning trade—a group of 








O me DM 


> 


— Fw VS 








the smaller operators has made an effort to secure 
legislation in Congress that would make Uncle Sam 
take the blame for compulsory display on the package 
of the name of the actual manufacturer. There is, 
however, little likelihood that the Government will, 
at an early stage, demand two names on private brand 
packages. 

Even the manufacturers who have never been won 
to private branding as a means of flattery for regular 
wholesalers and retailers are coming to realize that 
certain new fashions in private branding tap outlets 
which they found it difficult to reach via the well- 
worn grooves of distribution. Mail order houses, 
not content with isolated ventures, are building full 
lines under blanket brands and thus offer openings 
to many manufacturers whose wares are not in the 
familiar range of private brands. Even more to the 
point, as uncovering new outlets, is the invasion of 
the direct-selling field. House-to-house canvassers 
have developed, all of a sudden, a weakness for own 
label offerings. Yet more sensational, if you please, 
is the rise of a species of store-to-store canvassing that 
is literally built upon private branding. 

Specialty salesmen, selling to householders, are 
employing the personal imprint not merely to flatter 
personal vanity but also as a coaxer for repeat orders. 
The successor of the fly-by-night peddler of yore now 
covers permanently his fixed territory and is eager 
for repeat orders. There is nothing, though, of this 
agent-glorification in the latest kink in specialty selling. 
The plot in this last is for the agent to call upon small 
storekeepers and offer to deliver novelties, in lots 
down to one dozen, bearing the dealer’s own name or 
brand. This dangles the private brand before a vast 
muster of small merchants in small towns who never 
before had a chance at an own label treat. The 
scheme is particularly effective in the case of con- 
fectionery, matches and goods put up in small units. 

It would be well to give a passing glance to the 
possible consequences of legalized resale price fixing. 
Congressional legislation for the fixing and enforcement 
of uniform retail prices on identified goods may be 
any distance in the future. But the immediate, 
impressive fact is that the individual states are in 
the meantime taking up the idea of price maintenance. 
California already has a law on the statute books. 
And since the bulk of private branding is an intra- 
state proposition, it is none too early to calculate, 
according to the commodity line involved, the effect 
of state-wide price pegging upon the marketing of 
goods that have qualified for price protection by taking 
shelter under a private brand. 

Finally, among the riddles that run, are the more 
intimate questions of taste in dressing packages. As 
a sample of these posers, behold the perennial puzzle: 
Should the packager, who is boosting turnover by 
private brand adventures on the side, allow his step- 
children to follow family traditions in package dress, 
or should he insist that unconfessed relatives be as 
different as possible from that of the hereditary stock? 








A NORLOC CONTAINER 
Builds Good-will for 


Couettes 


HERE'S an idea for manufacturers who 
are seeking a merchandising plan that 


will insure repeat sales. 


It consists simply of an attractive and use- 
ful molded container made especially to 
fit the particular product and to serve as a 
reminder to replenish with the same brand, 


when the container becomes empty. 


Norloc package experts will be glad to 
cooperate with you in creating a container 
for you that will combine beauty with 


utility and help to stimulate sales. 


orloc 


Norton Laboratories, Inc. 
LOCKPORT, N. Y. 





Sales Office: New York City 
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BOTTLES 


BROOMS 
or, WHAT HAVE YOU— 
Displays that Increase 
Sales and Cost So Little 


The most economical stimulant for sales today is a good 
display, one that features your product only. That is 
why Union Display Racks are proving such a strong 
factor in 1932 retail sales. They 
¥ ¥ are simply and _ inexpensively 
* a | made of wire enamelled any 
color, with or without signs. 
They advertise at the point of 
sale, and they sell goods. Manu- 
facturers furnish the stand or 
rack. The merchant, welcoming 
the sales assistance, uses the 
display. 
We have developed standard de- 
signs for every product from 
bottles, candy bars, and coffee 
cans to brooms, hot-water bags 
and fancy cakes. One of these, 
or perhaps a new design we will 
ay ee. will actively stimu- 
ate your sales. Send for an at- 
tractive circular illustrating 27 
styles. 


UNION STEEL 
PRODUCTS CO. 


ee Sire t .. SPDs 
UNION STEEL Propucts Co., 
521 Berrien Street, Albion, Mich. 
0 Please send me complete information on your display equipment. 
© You may havea representative call to discuss a display stand 
for our goods, 













Collapsthle Wire 
DISPLAY RACKS 


UNION 
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What of The 10c Size Package? 


(Continued from page 33) Still another 10 per cent 
gave the former and modern living conditions as their 
main reasons, and, indicative of the favor of the five and 
ten cent chains as introductory outlets, the fifth group 
comprising 30 per cent checked off all three reasons. 

In order to obtain as complete a report as possible, 
MopERN PACKAGING, in connection with the first 
two questions, placed before the manufacturers the third 
question: ‘Is this packaging actually an answer to 
consumer demand?’ Plainly indicative that some 
educational work is needed among a large number of 
manufacturers, out of the complete number, 60 per cent 
replied in the affirmative, 20 per cent answered in the 
negative, 10 per cent did not know, showing their lack 
of efficiency in studying their market and, lastly, 10 per 
cent came out with the enlightening statement that 
though they had no statistics to determine by, this method 
of merchandising was satisfactory to the consumer. 

Since package dress performs so important a function 
in the merchandising of products through appeal, reten- 
tive value and other characteristics, MODERN PACK- 
AGING was eager to find out the extent of the manu- 
facturers’ efforts in this direction, even in the funda- 
mental stages of merchandising. Hence the fourth 
group of inquiries on the questionnaire: ‘‘How closely 
does the design and construction of the ten cent package 
follow that of the regular size?’ To their credit, 70 per 
cent of the manufacturers have seen the value of package 
dress even when producing for purely advertising pur- 
poses and replied that in every respect the midget size 
was a duplicate of its grown-up brother. Interesting, 
too, is the fact that 20 per cent are producing their 
packages in the small size with but minor changes, while 
10 per cent duplicate the inner container but use a plain 
carton. Undoubtedly, the latter group follows this 
practice due to the policy of open display of the container 
proper in the chain stores. 

The fifth inquiry in the questionnaire referred to the 
material and quality used in the miniature package as 
related to the standard size. That efforts of packaging 
exponents have not been in vain is indicated by the fact 
that 80 per cent reported that the same material and 
quality has been used in the ten cent package. The 
small number of 20 per cent replied to the effect that 
other material and an inferior quality was used. 

Whether or not manufacturers have considered this 
method of distribution part of their national campaign 
is a question of intense interest to many interested in the 
subject. Out of the total number of manufacturers who 
replied in full, 80 per cent have adopted this form as part 
of their national distribution. Only 20 per cent do not 
consider it as such. And, naturally, from the foregoing 
answers, it was to be expected that manufacturers as a 
whole would not consider dispensing with the ten cent 
size package. In fact, the general opinion is that dis- 
tributing products through this channel is a form of 
advertising with which all are in favor. 

The net result of this questionnaire is indubitably 














ARNERCRAFT 


THE FINEST WORD IN PACKAGING 




















































ORIGINALITY in design from a completely 
equipped Designing Department, constantly 
creating packages in harmony with the trend 
and demand of modern times 


QUALITY comparable to only the finest of 
craftsmanship—a result of years’ of constant 
developing of equipment and training of 
personnel 


VALUE comparable to any due to the modern 
equipment and methods of manufacturing 


SERVICE complete; whether a set up, folding, 
or molded plastic package— equipped to make 
the kind of package that your products 
demand, and to furnish service to our cus- 
tomers that will satisfy all the requirements 
necessary to meet the modern trend of mer- 
chandising— 


These characteristics are the foundation of 
WARNERCRAFT’S organization, and are re- 
sponsible for the many outstanding customers 


whose packaging needs \WARNERCRAFT is 


handling daily to their entire satisfaction. 








Why not let this organization, with its years 
of experience, work with you on your 


packaging problems? \WARNERCRAFT is 


always at your service. 















































FANCY SET UP 
PAPER BOXES 


FOLDING 
a ©, an 


MOLDED BOXES 
& CONTAINERS 


DESIGNERS ALWANS THE WARNER BROTHERS CO. 


AT YOUR SERVICE BRIDGEPORT CONN. 
New York Office: 200 Madison Ave. 
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An Ideal Cap Liner 


“INERTO” 


Trade Mark Reg. 


“INERTO” 


“INERTO” 


“INERTO” 


“INERTO” 


“INERTO” 


“INERTO” 


is resilient—that means a 
good tight seal. 


is backed by a resilient 
material—that means a 
doubly good seal. 





actually is plastic and 
moulds itself to the shape 
of your bottle top. A 
thrice protected sealing 
medium. 


is chemically inert! Try 
it on mild acids or alkalies; 
aleohol or witch hazel; 
iodine or ammonia; per- 
oxide or bleaching solu- 
tions; hygroscopic salts or 
aqueous solutions. 


is furnished in our contin- 
uous thread screw caps. 


is another GUTMANN 


product—exclusively ! 


Ask for samples in your C. T. size 


FERDINAND GUTTMAN & CO. 
Bush Terminal No. 19, Brooklyn, N. Y. 


Bottle Closure Specialists Since 1890 


SANISEAL 


METAL SCREW CAPS 


CROWN CORKS 


METAL MILK CAPS 
DISTILLED WATER CAPS 
SPECIAL PURPOSE CAPS 


“FILMASEALS” 


Trade Mark Reg. 


Pats. Pending 
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indicative of the place the ten cent size package holds 
and will continue to hold, with increasing popularity, 
in the field of merchandising. The American habit of 
trying things out once wins for the five and ten cent 
chains a popularity with which the manufacturer could 
do no less than fall in line. With the numerous commod- 
ities in the same category on the market, it is no mere 
wonder that the consumer would much prefer to experi- 
ment in the smaller size with a new product, the merits 
and value of which she has little knowledge. 

With but a few exceptions, the results of this question- 
naire coincide with the statements made by H. T. Par- 
sons, president of the F. W. Woolworth chain of stores, 
in an interview with the writer. 

“Placing a product in the five and ten cent chain 
store,” said Mr. Parsons, “‘is the tangible way of getting 
the consumers’ attention. The value of this form of 
advertising is clearly evident from the very beginning. 
Regardless of the opinion held by many manufacturers, 
experience with various lines has shown us and the 
manufacturers as well, of course, that the ten cent size 
package has increased sales for the regular size package 
instead of injuring its prestige. This medium of mer- 
chandising is no different than that of the solicitor who 
travels from one door step to another. And, yet, there 
is a distinct difference. Implicit faith in the walking 
solicitor and the merits of his product is not general nor 
even in the majority. But backed by the reputation of 
Woolworth, products assume their true value. 

“There is no question that there is a demand for the 
ten cent size package both as an introductory offer and to 
comply with modern living conditions. Of course, the 
latter applies to the cities rather than the country areas. 
As long as we have congested living quarters where space 
is at a premium, the small size package, more economical 
in the long run for such residents, will always be a factor 
in retail merchandising.” 

These views from Mr. Parsons receive corroboration 
from researches made also by other industries. The 
data from these various surveys showed that the ten 
cent size package helped to increase the sale of the 
standard size. Though in effect this form of merchandis- 
ing is looked upon as strictly sampling it is, nevertheless, 
a form of extra selling. A selling where no sales efforts 
are involved even though the manufacturer must be 
satisfied with considerably less than the normal amount 
of profit and, often, with no percentage of profit at all. 

The commanding position and growing dominance of 
the five and ten cent chains has and continues to have an 
inevitable influence upon merchandising, distribution 
and production. Manufacturers of packaged products 
as a whole are on the right track. The current practice, 
almost widespread, of duplicating in miniature their 
standard size packages, is working two ways—breeding 
familiarity with product via package design and with the 
use of the product itself. Though many manufacturers 
are still experimenting with this form of distribution the 
small size package is in to stay. That its distribution 
will spread to less populated districts than large cities 
is a foregone conclusion. 

















Hesser Machines to Be Sold Here 


Announcement is made by the Package Machinery 
Company, Springfield, Mass., that Hesser packaging 
machines, made by the Hesser Machine Company, 
Stuttgart, Germany, will be sold and serviced in this 
country by Package Machinery Company. 

Hesser machines have established a world-wide repu- 
tation for themselves as the outstanding packaging ma- 
chines. Evidence of this is to be seen in the fact that 
SO per cent of the machines built at Stuttgart are sent 
out of Germany, and there are a number of them in use 
in this country. 

The Hesser bag-making, weighing, filling and sealing 
machine makes a complete double paper bag, weighs 
the contents, fills the bag and seals it at 50 per minute. 
The inner bag is made from material taken directly 
from a roll, and the outer bag which is usually printed 
is wrapped around this, making two distinct bags, 
independent of each other and therefore doubly 
secure. 

The Hesser Company also make combined carton 
forming, lining, weighing and wrapping machines that 
have outstanding advantages and excel in many fields of 
packaging. If the printed wrapper is to be over the 
carton after the latter is made, the carton stock is taken 
from the roll, scored, diecut and glued to shape on the 
machine. Where a printed lined carton is used, the lin- 
ing material is fed from a roll and the printed cartons 
fed from a magazine. 

Package Machinery Company will carry a full supply 
of parts for Hesser machines and can handle every 
maintenance requirement. 





Exhibit of shredded paper and its application as shown 
by Pioneer Paper Stock Company, 448 West Ohio St., 
Chicago, during the recent food show held at the Merchan- 

dise Mart, Chicago 








CAN YOU 
SELL IT 
as fast as 


YOU CAN 
MAKE if 


2 


No matter what 
your product is, 
marketing it — not 
making it—is your 
big problem today. 
@ And your package—carton, 
can, or glass jar—must shoulder a 
share of the selling job. @ You can 
rely on ““U S’,—many leaders do 
—for labels and cartons of color, 
character, and sales 
power. 4 44448 





TRADE MARK INFORMATION 
Don’t adopt new brand names without 
making sure they are available. Con- 
sult the‘**U S"’ Trade Mark Bureau 


—the service is free. 











**Color Printing Headquarters” 


THE UNITED STATES PRINTING 


& LITHOGRAPH CO. 
CINCINNATI BROOKLYN BALTIMORE 
110 Beech St. 101 N. 3rd St. 28 Cross St. 
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A Transparent Coffee Container 


The idea of a transparent package is anything but 
The public has accepted and become 
it these last few years. but, 


new today. 


accustomed to un- 





questionably, the packaging of coffee in one pound 
bags of transparent cellulose for retail consumption 


by the Lee Precour Company, Oshkosh, Wisconsin, 
created a sensation. According to the company it is 
the first time that this method of packaging solely 
with transparent cellulose has been applied to any 
food product with the exception of cakes and cookies. 

Printed transparent cellulose has 
been used, with the design and 
lettering in red and white. The 
dark brown of the coffee becomes 
the background color, making a 
most effective contrast; and the 
coffee beans showing through the 
bag not only look more inviting but 
add a distinct note to the package. 
The top of the bag is folded down 
over a tape covered metal strip 
and sealed by turning in the ends 
of the strip, thereby making a 
perfect closure. 

The Lee Precour Company, it is 
stated, has tied up this new pack- 
age with a radio campaign from a 
local station, advertising the fact 
that, its product being packaged 
and sealed in transparent cellulose, 
the contents always keep as fresh 
as when first roasted. The type of closure permits 
a tight resealing of the package when not in use. 












EMELITIING 
FPRINT/NG 


LUMMING 
WAX/NZ 


| Cellophane} 


LREFE/NG 
LOIMBIN/INS 


AND ALL SFELYAL 
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New materials—new shapes—new 
designs—for wrappings and trims! 
The demand is for something new— 
something novel—something better 
—in cartons, packages and con- 
tainers. How to make them— 
quickly, economically—is constantly 


We invite inquiries of any nature 





Right now WALDRON advisory 
service is proving of timely value— 
pointing out to production men, 
ways and means to completely meet 
their new requirements. Only an 
organization with Waldron’s long 
specialized experience and knowl- 











edge of processing problems is capa- 


regarding converting problems. 
ble of rendering such assistance. 


presenting new problems for pro- 
Inquiries treated in confidence. 


duction executives. 


JOHN WALDRON CORPORATION 
MAIN OFFICE AND WORKS, NEW BRUNSWICK, N. J. 


CHICAGO NEW YORK PORTLAND, ORE. 
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A WOODEN SOLDIER CAN NEVER JOIN THE “THIN RED LINES OF ‘EROES” 


No man ever got to be a captain of in- 
dustry except by ideas . . . Men who 
head big business and men who toil in 
experimental laboratories recognize 
and respect this truth. Ideas are wealth 
... power... progress. 

It is only occasionally that a business 
man can feel that he is absolutely right 
in any given line of action in the de- 
velopment of his business. Maybe he 
is exactly right . . . maybe he is 90% 
right . . . maybe only 50%. Anyway 
he would like to be 100% right or at 
least he would like to know just how 
much wrong he may be. 

This is particularly true in his pack- 
ages. Package designing is and must 
be largely theoretical. In a matter of 
theory, anybody's ideas are worth 
listening to. If he talks with someone 
who has much experience with such 
things, who is trained and who knows 
all the technicalities and most of the 


* 
* 


demonstrated facts . . . he is pretty sure 
to get some sidelights on the subject 
that were overlooked. He is pretty sure 
to find that a clear headed outsider is 
able to see some things in his packag- 
ing that had been invisible to him. 

People go to doctors because doc- 
tors know how to apply the rules of 
medical science. They call on lawyers 
because lawyers know the applications 
of the law. Applying art to industry is 
rather a large proposition. It is com- 
plex. It calls for the specialist. Wise 
people, when they need the fullest 
advice about their health, go further 
than the doctor, they consult the spe- 
cialist. We are fertile in packaging 
ideas. We make each package a 
bulls-eye for every eye. 

Time has transformed many former 
specialties into staples. Style and 
progress have made some packages 
suddenly obsolete. The world revolves 


too fast for an X-Ray picture of your 
product. It takes a snapshot. It has no 
patience for a time exposure. If yours 
is one which has seen other pack- 
ages swept along on the tide of public 
favor, find out why. 

The most constant factor of the 
American public is its inconstancy . .. 
change. You may not like change and 
changes. Few of us do. But if your 
business depends upon public favor 
and public custom, you must recognize 
and respect the tenor and tempo of 
the day. 

It is our business to anticipate it. We 
are always developing ideas or search- 
ing out new and original ways of work- 
ing out the old problem of stimulating 
sales through the package. No matter 
what you are selling, there are greater 
sales ahead if you use Martin Ullman 

idea-man-extraordinary. The 


phone number is ELdorado 5-6967. 


OFFERING YOU unbiased advice on methods of packaging. We do no manufacturing. Our 
service embraces the planning of products, the physical construction of packages, designing of 
trademarks, labels and packages, selection of shape, color and materials. 


& 
I «250 park avenue - new yorE 
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saving 
labelers 


N William Underwood & Co.’s 

plant at Watertown, Mass., four 
Burt Labelers are in constant use— 
applying labels with accuracy and 
speed, day in and day out. 


Burt Labelers operate with such 
smoothness and efficiency that they 
require practically no attention. 
Wherever steady, constant produc- 
tion is demanded, you will find 
Burt Labelers being used. 


Round Containers of any kind— 
tin, glass or fibre—are labeled by 
these machines. 


If you are interested in clean, per- 
fect labeling at lowest costs, investi- 
gate Burt Labelers. 


Write for full information. 


BURT MACHINE CO. 


MAIN OFFICE AND PLANT 
MD. 


SALES OFFICES: New York, Chicago, 


San Francisco 


BALTIMORE, 
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DELIVER YOUR PRODUCT 


as perfectly as it is packed 


TUBES 





¥ 


CANS , ’ 





Made in many styles, sizes and colors. 


Tin and Paper Ends 


Our Package Designing Department will gladly 
cooperate in developing a new container for you. 
No obligation. 


THE CINCINNATI 
MAILING DEVICE COMPANY 


Fibre Can and Tube Specialists since 1902 
297 Eggleston Ave., Cincinnati, Ohio 


Represented in the following cities: 
New York, Boston, Baltimore, Chicago, Cleveland, Detroit, Memphis, 
Atlanta, Birmingham, Tampa, New Orleans, Fort Worth, San 
Antonio, Kansas City, Oklahoma City, Salt Lake City, San Francisco 











Sanitary Packaging for the Babies 


(Continued from page 40) they were delivered direct 
from the dressing room of a hospital. Each garment in 
the Vanta Layette set comprising vest, abdominal band, 
knitie and hose, is individually wrapped in this special 
sterilized paper container and then packaged in the large 
pink box as illustrated. This as well as the package 
shown in the center of the illustration uses an attractive 
blanket design on the cover with the corner illustration in 
blue and gold and lettering in blue. In the latter, the 
inside cover of the hinged box carries a reproduction of 
the cover design and instructions for the care of the in- 
fant. This package contains two cans of sterilized baby 
powder, one bottle of sterilized olive oil and one cake of 
castile soap, the label and wrapper, respectively, for each 
of the latter, incorporating the same design and color 
scheme. 

The same color scheme is employed for this company’s 
new package for its Vanta Babe bath set. For com- 
parison, the old package is shown at the left of the 
illustration. Blue was the background color of the old 
packages with red as the background for the trade mark 
design and the lettering. The radical change from the 
former to the present method of packaging the garments 
is clearly visible. Like the bath kit, and the sterilized 
layette set, the new bath set is wrapped in transparent 
cellulose. These boxes are from the Forbes Lithograph 
Manufacturing Company. 


























HYCOLOIDS 
ARE 
UNBREAKABLE 
SEAMLESS 
MOISTURE-PROOF 
ODORLESS 
TASTELESS 
TRANSPARENT 
OR OPAQUE 
and 
80°% LIGHTER 
THAN GLASS 


Distinctive Containers in 
all colors and tints 








HY COLOID 
unbreakable 


TUBES 
VIALS 
BOTTLES 
JARS 
APPLICATORS 


HYCOLOID modern—unbreakable CONTAINERS 


Hycoloids are the logical step in package improve- 
ment. Eliminating the obsolete features of old-style 
containers, Hycoloids offer moisture-proof protec: 
tion, and visibility of glass—but they are 80% 
lighter, and unbreakable. More sanitary than 


metal—more durable than glass, and more colorful 
than either, in their distinctive, labelized | form— 
Hycoloid modern containers defy substitution or 
imitation—they identify your packagejjbeautifully, 
in any color you choose. 


Send for Samples—test the advantages of Hy-grade Hycoloid. 





CMe HYGIENIC TUBE 


46 Avenue “L” 


& CONTAINER Ga 








Newark, New Jersey 








RODUCT WITH 


Propuc YOUR 
APER TUBES 








AKE sure that your product 
reaches its destination intact and 


unmarred. It can be done very easily 
and economically with Cleveland Tubes, 
Cores and Containers. The sizes range 
from 1/8” inside diameter to 20”. Let 
us have your product and we'll mail it 
back to you—Cleveland-protected— 
with prices and specifications. 


CLEVELAND CONTAINER CO. 
10421 BEREA ROAD, CLEVELAND, OHIO 


Plants: Cleveland — Philadelphia — Detroit — Hoboken 
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For faster production and finer 
packaging. 

For Cellophane, Sylphrap and 
other transparent cellulose sheets, 
plain or moistureproof. 


For sealing and labeling, and for 
making window box cartons. 


We specialize in cold odorless 
glues for every packaging use. 


Our cabinet display containing 
hundreds of different kinds of 
packages, glued with our adhe- 
sives, is a source of facts always at 
your service. 


- us your problem—and 

will send you a trial 
pst of the proper glue 
for your purpose. 


WILLIAMSON 
GLUE AND GUA WORKS 
2320 W. 18th St., Chicago, Ill. 
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WHEN ORDERING 


CORRUGATED or SOLID FIBRE 





ROBERT GAYLORD, INc. 


GENERAL OFFICES~+~ SAINT LOUIS 





ART SERVICE 
PHOTO ENGRAVING 
ELECTROTYPING 


WOOD -, WAX-, BRAM oS TEEL and MIETAL ENGRAVINGS 
FOR ALL PRINTING end EMBOSSING PURPOSES 
PHONE BARCLAY 4070 : AND ONE OF OUR 
REPRESENTATIVES WILLBE AT YOUR SERVICE ATONCE 


E.A.RINGLER CO: 


40-42 PARK PLACE 
39 BARCLAY STREET 


NEW YORK 
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eMARCY BERTIE 


LAKE PLACID, N.Y. 


















WINTER RESORT SUPREME! 


....Skiing, skating, skijoring, 
world’s greatest toboggan 
slide. Scene of winter 
Olympics—Feb. 4th-1 3th, 
1932. 


... The MARCY, Lake Placid’s 
only fireproof hotel. New, 
every room has bath. Finest 
cuisine, pleasant rates. Accom- 
modates 400. 
















SAVE MONEY 


Bin BERNIE in stitching fibre boxes 


Silverstitch saves money for users of 
stapling wire in two ways. 


and his orchestra, is back 
\S again for the Fall and 
Me Winter Season ~ ~ ~ 1. Its accuracy in temper, width, and 

Cw thickness assures smooth feeding through 


stitching machines and increased pro- 
i duction. 
2. One piece continuous length five 








One of the features that pound coils reduce the number of thread- 

\ make travelers choose ~~ ing operations. Only one stop for 
sf OTEL threading is necessary for each coil of 

( wire. The ten pound coil makes further 


Sr Ex MAN savings possible and is recommended 
where the stitching machine has the 
required 71,” clearance. 
1700 ROOMS Because of these two reasons hundreds 
1700 BATHS of stapling wire users are now stitching 
their fibre boxes with Silverstitch. 
Without obligation we will send you a 
FREE five pound coil of Silverstitch. 
See for yourself why this modern wire 
has grown so popular. 


ACME STEEL COMPANY 
General Offices: 2840 Archer Ave., Chicago, IIL 
Branches in principal cities. 


Rotes from 
‘3 with bath 


‘RANDOLPH: CLARK 
LAKE - LA SALLE 


AGO _ 
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Men Insist On 
Sturdy Tubes! 


ROBABLY no other product put up in tubes receives 

as rough usage as shaving preparations. Men are always 
in a hurry when they shave. They won't tolerate any delay 
or inconvenience caused by weak, defective tubes. 





Peerless Tubes are used by the Molle Company, as con- 
tainers for their celebrated Molle Shaving Cream. They 
order them optionally—in tin or aluminum—to meet buying 
conditions. 


MOLLE DISAGREES WITH “JUDGE” 


In listing a number of things that Samuel Seabury hasn't 
investigated, “Judge” asks: 


“Why an old tube of dentifrice or shaving cream 
always squirts out any place but at the opening?” 








The answer is easy. They are not Peerless Tubes. 


SS ASS | In this connection, users of collapsible tubes will be inter- 
ested to know that Premium tin of the highest quality 
available is offered to our present customers and to selected 
accounts at a slight advance in price, with the results proven 
by actual test to give the lowest number of defects of any 
metal used in the tube industry. Write today for samples 
of tubes made of this tin and submit them to your laboratory 
for test with any or all tubes offered on the market. 











| 
PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 
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or 
AND ONCE THEY 
‘ SOLD IT TO US 


OUT OF A TUB” 


Are you aware of the tremendous advance that has 
been taking place—in the containers of almost every 
product in daily use? Lards and shortenings now in her- 
metically sealed, key- opening, lid-replacing cans. 
Coffee now vacuum packed. Salt in free-pouring, damp- 


proof containers. These are but a few. 


Progress in packing, distribution, merchandising; in 
satisfaction to consumer and credit to maker has rested 
on progress in container making. There we have fitted 
—there we have contributed not once but ten thousand 
times. Sometimes it’s for a small customer—sometimes 
for a big one. But the point is not the size of the customer 


--it is the progress. 


Our fifty manufacturing units—our laboratories—our 
engineers—our new ideas—our rich experience—our 
constant effort for progress—are at the service of our 
customers. Old and new—large and small—we can only 
grow as they grow. 

We try to make it valuable for our customers to do 
business with us. 





AMERICAN 
CAN COMPANY 


* 











